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Rough Proofs _*““"'"*™ _ Fair Trade Laws 


Per capita income for the United | 


tates was $536 in 1939 compared 
ith $679 in 1929. The difference 
accounted for principally by the 
imaged status of those erstwhile 
nvied fellows, the stock brokers. 


+ ow 


War and the draft have boosted 
marriages 5742 per cent, reports 


Jewelers’ Circular-Keystone. Looks | 


is if some of the boys prefer an 
arrow from Cupid to a gun from 
Uncle Sam. 

a a 


Sun-Maid raisins 


public with the ten-year-old slogan, 
“Had your iron today?” instead of 


are going to 
defy the world by appealing to the | 


offering a brand new combination | 


of Vitamins X, Y and Z. 
y,vy 


George A. Harper says good di- 
rect mail should increase the ratio 
of interviews to calls and the ratio 
of sales to interviews. And of 
course should also increase the ratio 
of advertising managers’ salaries to 
expenditures. 

a 


Gladys the beautiful receptionist 
says she can’t understand why the 
FTC is making all that fuss about 
life-time guarantees for fountain 
pens, because nobody expects to 
live that long, anyway. 


Tv F 


Radio artists have signed up with 
the networks on a 3-year contract 
carrying a 10 per cent salary boost. 
Anyway you look at it, it was a fine, 
irtistie job. 

~~  e 


Marshall Field III has bought a 
newspaper and Bing Crosby, the 
racing magnate, wants to own the 
Boston Bees. Some people never 
seem to know when they’re well off. 


, VT | 


“When you can have more, why 
take less?” asks’ the 
Tribune. The same question, put 


regularly by successful politicians, 


invariably produces the response, 
‘Why, indeed?” 
vw, 


A razor blade advertiser is past- 
ing samples of the product to news- 
paper pages. If this keeps on, Dad 
vill hesitate to let Junior read the 
funnies without initial scissorship. 
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857. MORE TOOTH POWDER 


a 

“S_CséF up-to 

— WO WASTE! 
= 


Newspaper copy which broke in Illinois 
last week, stressing the economy aspect 
of Pebeco tooth powder. 


Wrigley Sends Out 
64,000,000 Gum 
Samples in 1940 


Listing of Dealers in 
Page Newspaper Space 
Continues 


By FRANK HICKS 


Chicago, Oct. 23.—Has your milk 
bottle had a stick of Wrigley gum 
draped over it some time this past 
summer? Has your two-year-old 
child received two sticks of Wrig- 
ley Juicy Fruit in the mail? Have 
you received three sticks of Wrig- 


ley gum with a dealer mailing 
piece? Or has your son or daugh- 
ter at college found educational 


yearnings further stimulated by a 
letter containing samples of the 


| Wrigley product? Then you or yours 


Chicago | 


lof its 


have been on the receiving end of 
one of the most gargantuan promo- 


tion programs ever to grace the 
marketing world. 
This year of 1940, for instance, 


has found Wm. Wrigley, Jr. Com- 
pany sending out 64,000,000 samples 
product in the well-tested 
belief that if you can get a pros- 
pect to try your product once you 
stand a pretty good chance of 


|}counting him as a customer there- 


| 
| 


Agencies and advertisers seem to | 


breaking a lot of old ties these 
ys. Perhaps before parting they 
ght to be invited to a_ special 
wing of “I Want a Divorce.” 


a =. oe 


Ed Flynn advertisers con- 
| the press, but that seems like 
poor way to reward the papers 
ich have been faithfully support- 

the efforts of FDR and Mr. 
nn. 


says 


= 


ix cigaret companies spent $52,- 
000 for advertising in 1939, and 

critics will have no trouble 
ving that a lot of consumers’ 
ars go up every year in smoke. 


vgv¥eg? 


Vhat would the writers of re- 
s and satires do without an oc- 
Cs-ional helping hand from those 
fa thful standbys, Gilbert & Sulli- 


Copy Cus. 


after. It doesn’t always work, of 
course, but in the course of the 
years the Wrigley organization has 
learned how to call its shots with 
amazing accuracy. 


Million on Milk Bottles 


The idea of fastening a stick of 
Wrigley gum to a collar to be 
draped over a milk bottle was a 
1940 innovation. Something over a 
million sticks of gum were dis- 
tributed in this fashion and the re- 
sults, according to Henry L 
Webster, advertising manager, were 
very satisfactory. The copy on the 
collar fairly bloomed with health, 
with such comments as “Two daily 
aids to bright strong teeth,” linking 
“wholesome fresh milk” and “deli- 
cious Wrigley’s Spearmint gum.” A 
(Continued on Page 41) 
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90 Billion Income, Jobs 


Much Abused, Says for All in 2 Years: Batt 


Thurman Arnold 


Reiterates Justice's Lack 
of Interest in Advertising 
as Such 


NEW ANA CHAIRMAN 


Chicago, Oct. 24.—As far as the 
anti-trust division of the Depart- 
|ment of Justice is concerned—or at 
any rate as far as Assistant At- 
torney General Thurman Arnold is 
concerned—there are “no laws 
which are so much abused” as the 
|Miller-Tydings fair trade enabling 
|act and similar fair trade laws. 
| The trust-busting government 
legal light advanced this statement 
before the Chicago Federated Ad- 
vertising Club today in informal 
discussion after a formal speech, in 
answer to a query from Hill 
Blackett of Blackett-Sample-Hum- 
mert, Inc., as to whether there is 
any conflict between the Tydings 
bill and the anti-trust laws. 


. Ww. 

How Costs Are Determined “ nocen 
“The Tydings law, and _ similar | 

legislation puts extra burdens on p & G Off 

us,” Mr. Arnold answered. “We | ers 


used for a variety of purposes and 
in numerous ways which the au- 
thors and sponsors of that legisla- 
; tion did not contemplate. We have 
|discovered, for example, that in 
California one group is determining 
the cost of doing business by sign- 
ing a postcard on which the alleged 
cost of doing business has already 
been printed; these postcards are 
then used as proof of the validity | 
of figures which have been printed 
and distributed in advance New York. Oct. 23 
“Every one of these laws Z1Ves | of its test “ier 
somebody an opportunity to use it | dividend” plan 
for purposes which were neve1 ‘ 


jfind the Miller-Tydings law being | 


Cash for Labels 
to Church Folk 


"Dividends" Up to 8!/2 
Per Cent Offered for 
Wrappers 


| 
| 


year of a “church 
whereby local 


tended by the authors M~- | churches throughout the country are 
ended by the authors. If you are | afforded an opportunity to build up 
going to pass laws of this kind,| their holiday gift fund resources 


you'll have to give us a bigger ap- 
propriation to see that they are not 
used for wrongful purposes. I know 


Procter & Gamble has launched a 
new drive that is being promoted on 
six of the company’s daytime net- 


of no Jaws which are so much! work shows. The offer, scheduled 
— to continue until early December, 

n his prepared address Mr. is applicable to all purchases of 
Arnold reiterated his department's Crisco, Camay soap, Ivory flakes 


total lack of interest in advertising 
as such, reviewing in considerable 
detail the points he made in an ex- 
clusive interview with ApverrisINnG 
Ace which was published in the 
Sept. 23 issue. In that interview 
(Continued on Page 41) 


and Oxydol. 
Chief interest in 
circles is being 


advertising 
centered on two 


reaction inasmuch as similar plans 
in the past have drawn some ad- 
(Continued on Page 40) 


Last Minute News Flashes 
$1,000,000 Ford Radio to McCann-Erickson 


Detroit, Oct. 25 The $1,000,000 radio account of Ford Motor Com- 
pany has been placed with McCann-Erickson, Inc., effective Dec. 8. it 
was announced here today. McCann-Erickson, which last week secured 
the bulk of the Ford account, has appointed John Jameson. vice-presi- 
dent, account executive for national; Frank Townsend for branch adver- 
tising, and R. T. Hanks for trucks. R. E Mr 


Jameson 


$100,000, Tie-Ups for “Pot o’ Gold” Movie 

New York, Oct. 25.—“Pot 0’ Gold,” first movie produced by James 
Roosevelt, will be backed by a $100,000 appropriation and tie-ups with 
the radio program which inspired it. While the picture will not be re- 
leased until February, advertising in newspapers, magazines and posters 
will begin in December through Buchanan & Co 


Sajous Named Point-of-Purchase Institute Head 

New York, Oct. 25.—Edward T. Sajous, formerly sales promotion 
manager of General Foods Corporation, has been named executive secre- 
tary of the Point-of-Purchase Advertising Institute, which is now estab- 
lishing offices here and planning immediate promotion 


Hackenger will assist 


Dr. Pepper Appoints Benton & Bowles 
Dallas, Texas, Oct. 25.—Dr. Pepper Company today placed its 
tising account with Benton & Bowles, New York 


adver- 


On the basis | 


angles of the plan: first, consumer | 


ANA Looks at Defense, 
Its Effects on Sales and 
Advertising 


White Sulphur Springs, W. Va., 
| Oct. 25.—Dislocation of the nation’s 
|normal economy as a result of the 
| defense program is unnecessary, the 
Association of National Advertisers 
was assured here today by W. L. 
Batt, president of SKF Industries, 
}and deputy commissioner of the Na- 
jtional Defense Advisory Commis- 
sion. Every effort is being made to 
|superimpose the emergency pro- 
gram on top of normal production, 
lhe declared, pointing out that such 
pa procedure is feasible since there 
lis a vast reservoir of labor and con- 
|siderable unused manufacturing 
| capacity available. 
| Expressing the belief that within 
two years every employable person 
lwould have a job, Mr. Batt set the 
national income at 90 billion dol- 
ilars when the full industrial ma- 
chine is at work. He emphasized 
the significance of this figure to 
producers of consumer goods. He 
also urged business men to “keep 
their feet on the ground,” continue 
their daily business, and take with 
“a large grain of salt” rumors and 
alarms put into circulation with a 
iview to “undermining confidence in 
| persons of authority, upsetting price 

evels and labor conditions” and 
generally spreading confusion and 
panic throughout all segments of 
the population. Such tactics, he as- 
|serted, are part of the grand strat- 
egy of the new form of warfare that 
has engulfed Europe. 


Discuss Normal Merchandising 
The effects of the defense pro- 
| gram on normal merchandising pro- 
cedures stood out prominently in 
| today’s program, with other angles 
lof the situation discussed by Col. 
Willard Chevalier, publisher, Busi- 
/ness Week, and Leo M. Cherne, Re- 
search Institute of America. Col. 
Chevalier pointed out that the 
\“*new industry” for which America 
|has been praying for several years 
‘has finally arrived—the armament 
industry. With five billion dollars 
to be spent the first year and ten 
billions the second, he observed, 
this industry dwarfs even the auto- 
motive field which, even in_ its 
palmiest days, never attained a 
volume of five billions a year. A 
vast expansion of consumer pur- 
chasing power is in the offing, he 
|declared, but he warned his listen- 
ers not to overlook significant fac- 
tors that “temper the joy over the 
arrival of the new industry.”  In- 
creased taxation and the inevitable 
by-products of a war economy were 
cited as the chief modifying factors. 

The new emphasis that is being 
placed on productivity, Col. Che- 
valier remarked, is one of the most 
encouraging aspects of the defense 
program, coming as it after 
years of preachment of a distribu- 
tion philosophy. He also stressed 
the need for an abiding faith in ad- 
vertising as industry’s chief “line of 
communication” and he urged the 
maintenance of this line in war or 
in peace. 


does 


More Institutional Copy 


Enactment of the new excess 
profits tax suggests an expansion of 
institutional advertising, Mr. Cherne 
advised his listeners, since this type 
of promotion is “deductible expen- 
diture not immediately translatable 
into tangible dollars and _ cents 


ee ae Zit ie saa a | ep: nen: PS, — Aree eo 
he ae 4 com re Ee... a ms F on net ‘ ; a pr a . : % ‘ y : 2 Regie y Z =A < Apwir A = i ; ass = cee 4 a 
. | rc Crd a 
} re = 
| Y p 4 3 
el - 
se 
- 
i a om 
5 ees 
ee eae 
—— ae 
Ce Se ee oS 
mm . Pat 3 5 
Cr x 
° | e 
i ae — 
nemsresontinn ES re 
| CEE 9 
| wath pos dey chan che average of all we Bramds | a a 
Pe mpered The famous Pedeco Flip Top cw q a 
| sores spilling end wane Laws sn full weeks - : P : ea ee See een 
vm Wns a ~ sat Bi ee | ms ~ 
hero Tooth Powder os modern, eficwn t a “2 ae S$ gs b 
mula No dentine at ony pene Cae as ee ss 
Pe vet pena mo coat tall EBECO | ; % each 9 a ee 
SA ent ne per Ss = ok 
wal in Wetore od ome ooh “aN ve a J at 
Senainasanen - aS , Ee pe 
| gon = yy ” a i 
pare “ ns NS si - . F : 
= — a — Pc ge @ ES 7 : ae 
rie (Soares Vis ans “_ 
i it bi ax F + 
a Ames o§ 0 Sea ee wi 
va 7 “ a a. . a aes 
rrr ————— |, alae ft : 
ek es # el ; a S. at é 
ao aa 
4 bea aa { ze 
-* i —.. , 
4 ? babs Tg hi ; Be Pais 
‘el ” in? 
7 se 
. — 
a 
a f 
ie 
Pe 7 
é 3 
. , aaa 
ae i. 
4 P53 ‘ i 
# 
a 
onl 
iii . ie 
Pe Bry 
pe 
Po Bs 
aa 
ey 7 
Ee 
as 
as 
Zl 
ee | ae Se 4 
+ 
: 
4 a 
i 
i x 
k 
3 ee 
ee 4 
ee 
| te +h 
z'; 
a9 
cS # ; . é g i 7 &., ad ; * J 2 ¥ “ f B a .- : Fe . me, a 7] : ae é ae as x ay " 7 ~ . * 
“he Ro Pe Si 46 ee aah a“ as nd en oS A: puke tae a ie & re ay ir Tg ne € as J + $ 
Tip. = aft Pe be Pes} i Bikes. ie en gabe eh 4 eh i he” ie ure ae Lee 


“ 


Se a Sens eee a 


ty 


2 


ADVERTISING AGE 


ee Peet ak Ue 


"Se 


October 28, 1940 


profits.” He predicted that heavier 


profit levies are on the way and | 
emphasized the desirability of 
planning campaigns that will not 


be productive of profits until after | 


the tax years in which the expendi- 
ture occurs. 

Under the peacetime military 
service act, Mr. Cherne said, the 
advertising agency will probably be 
considered an enterprise necessary 
to the national health, safety 
interest and those of its men who 
are not replaceable will be deferred 
from training. Under a wartime 
draft, however, advertising for pri- 
vate industry will not be consid- 
ered essential, he added. 


Challenge to Advertising 


The chief challenge to advertising 
or wartime conditions, Mr. Cherne 
declared, will be to test the ingenu- 
ity of advertisers in selling at a time 
“when style is no longer a major 
consideration, packaging no longer a 
striking inducement and the margin 
of price differentials has been re- 
duced.” 

Elizabeth Woodward, associate 
editor, Ladies’ Home Journal, was 
also a participant in today’s pro- 
gram. She discussed the problems 
of the “sub-deb,” described as that 
segment of the female population 
between 14 and 21. 


and | 


to this audience, she said, is one | which representatives of “of newspa-| ANA OFFICERS, DIRECTORS 


which expresses its message in the | 
girls’ own language. 

A unique feature of the closing 
session was a_ special 
radio hookup arranged by the Na- 
tional Broadcasting Company, in 
which correspondents in London 
and Berlin 
vention audience here, answering 
questions about conditions 
war zones and describing the prob- | 
lems involved in news gathering. 
Abe Shechter, NBC director of spe- 
cial events, was in charge of the 
unique presentation. 


Standards for Goods 


That the complex 
standards for consumer goods looms 


‘ahead as a focal point on the ad- 


vertising horizon was dramatically 
emphasized here yesterday when 500 
members and guests turned their 


}attention to a comprehensive sur- 
|vey of the many ramifications in- 


volved. The analysis took the form 
of a rapid-fire presentation pre- 
pared by the ANA and enacted by a 
professional cast furnished by the 
Columbia Broadcasting System. 
Co-starred on the day’s program 
with standards were a new public 
opinion poll on the consumer move- 


|'ment by Dr. George Gallup, supple- 


The most ef-|menting the 


initial survey con- 


fective advertising appeal directed |ducted last year; and a forum in 


three-way | 


chatted with the con-| 


in the | 


problem of | 


|pers, outdoor, radio and magazines 
laid before national advertisers a 
‘series of inspirational messages 
which accentuated the economic and 
social implications of their respec- 
tive media in the light of current 
| conditions. 


Not All Left-Wingers 


Keynote of Dr. Gallup’s finding 
| was contained in his warning that 
‘advertisers delude themselves if 
|they adhere to the belief that the 
movement is the handiwork of 
\“crackpots and left-wingers.” He 
‘also predicted that the situation will 
continue to be a subject of concern 
to advertising regardless of the out- 
come of the presidential election. 


fire” anticipated following 


| 1939 poll, Dr. 


lusty, with one of its most disquiet- 
ing aspects the growth of activity 
among higher-income, high-intelli- 
gence groups. Among the latter he 
emphasized the critical attitude held 
by secondary school teachers, who 
were polled separately from the 
general consuming public. 

Other Gallup findings included 
the disclosure that consumers still 
evince an appalling ignorance of 


the relationship of advertising costs 


OVE 


merchandise and 


lowa’s $94,000,000 
food market... 


Influence 8 out of 10 
grocers and 8 out of 10 
urban consumers! 


Can you afford to snub the 6th largest food 


market in 
Boston) ? 


the nation (even bigger 


With one “smart move™ you can “win” 
by influencing 79.6% of all grocers and 80% 
of all consumers in urban Iowa with one news- 


paper. . 


than 


it 


The Des Moines Sunday Register. 


Or maybe you're one of those food manu- 


facturers 


day influence on grocers and housewives. 


who 
newspapers” 


“don't advertise 


in Sunday 


(and maybe one of those who 
regularly uses a Sunday radio program)! 


If so, The Des Moines DAILY Register 
and Tribune delivers an equally effective week- 


In 


urban Iowa it's THE NEWSPAPER, daily 
as well as Sunday. 


And in either case, you buy it at the lowest 
milline rates in Iowa, through . 


The 


353,285 Sunday—Milline 1.70 
*Write for the new survey booklet 


4OUE Register and Tribune 


310,201 


Daily—Milline 1.61 


“The Influence of Your lowa Advertising.” 


Although the consumer movement | 
has not developed as the “prairie | 
the | 
Gallup nevertheless | 
reported that the movement is still | 


Max H. Leister 


Leo Nejelski Dr. 


D. P. Smelser 


to retail selling prices; that product 
standards appear vital only to a 
bare majority of consumers; and 
that agitation in behalf of a federal 
department of the consumer seems 
to have declined during the past 
year. In connection with stand- 
ards it was noted that precise defi- 
nitions of what the term implies are 
essential to a clearer concept on 
the part of consumers. 


Delves into Problem 


The standards presentation em- 
ployed the radio technique and 
sought to delve objectively into the 
background of the problem, the nu- 
merous considerations involved and 
the pros and cons of standards for 
consumer goods from the manufac- 
turer, distributor and consumer 
viewpoints. The subject was traced 
historically from the 17th century 
up to the present and at the con- 
clusion of the review arguments in 
favor of and those against product 
standards were summarized as fol- 
lows: 

Pro—As far as the manufacturer 
jis concerned, a commercial stand- 
ard faithfully followed and sup- 
ported by labeling can be expected 
to reduce waste in manufacturing; 
improve labor relations; increase 
turnover; lower selling costs; es- 
tablish a basis for quality certifica- 
tion; increase consumer confidence 
land goodwill; and furnish a theme 
for group advertising efforts. 

For the distributor, wholesaler as 
well as retailer, standards provide 
a factual basis for selecting stock; 
increasing turnover; improving 
service and consumer goodwill; fa- 
cilitating adjustment of complaints 
and protecting reputation and pres- 
tige. 

For the consumer, standards pro- 
vide greater confidence in quality 
and quantity; insure easy replace- 
ment; provide greater interchang- 
ability; permit easier selection; 
lower costs as measured by value; 
furnish a recognized basis for com- 
paring values; and shorten buying 
time. 


Three Arguments Against 
The arguments against 
standards were grouped in 
major classifications: 
1. The difficulty of fixing stand- 
ards that represent consumer wants. 
2. The difficulty of revising 
standards to cover new or improved 
products or to fit changes in public 
tastes 
3. The difficulty of maintaining 
satisfactory supervision over con- 


product 
three 


formance with accepted product 
standards. 

Although the entire presentatio,; 
was objective and no conclusio; 
were drawn, observers did not over 
look the enunciation of the first 
mentioned of the objections in th 
| light of the Gallup consumer su; 
|vey which detected serious co: 
fusion in the consumer mind as } 
what standards mean. Followir 
the ANA review of the situatio; 
Otis L. Wiese, editor of McCall’s ar 
president of the Institute of Stand 
ards, delivered an address on th 
project. He called attention to t! 
opportunity for coordinating the in 
terests of consumers, manufactu: 
ers, publishers and technicians. 

The media forum elicited pert 
nent comments from Grove Patte 
son, vice-president and editor of t! 
| Toledo Blade; George Wharton Pe; 
|per, former U. S. Senator and cu: 
rently counsel to the outdoor ji) 
dustry; Mark Ethridge of stati: 
WHAS, Louisville; and Roy 
Larsen, president of Time, Inc., rx 
garding the economic and soci 
challenges facing the media an 
the relationship between _ tho: 
problems and the merchandising r 
quirements of national advertiser 


RODEN NEW CHAIRMAN OF 
ADVERTISERS’ ASSOCIATION 

White Sulphur Springs, W. Va 
Oct. 25.—H. W. Roden of Harold H 
Clapp, Inc., was elected chairma 
of the board of directors of the As 
sociation of National Advertisers a 
the annual meet- 


ing here this 
week. He  suc- 
ceeds A. O. 


Buckin g- 
ham, Cluett, Pea- 
body & Co. 

Vice-chairmen 
named were 
Carleton Healy, 
Hiram Walker, 
Ine., and Gordon 
|Cole, Cannon 
Mills. M. H. 
Leister, Sun Oil 
Company, was 
again named treasurer and Paul B. 
West continues as president. 

New directors are Leo Nejelski 
Pepsodent Company, and D. P. 
Smelser, Procter and Gamble Com- 
pany, both former vice-chairmen. 


Paul B. West 


Rejoins Williams 

W. A. Matheson, who has been 
in charge of the New York office 
for the Delco heat division of Gen- 
eral Motors Sales Corporation and 
who was formerly with the Wil- 
liams Oil-O-Matic Heating Corpora- 
tion, Bloomington, IIl., for ten years, 
has rejoined Williams in the newly- 
created post of assistant to Presi- 
dent W. W. Williams. 


Dissette Joins McG-H 

Vaughan K. Dissette, formerly 
with Central National Bank, Clev« 
land, has joined the Cleveland offic: 
of McGraw-Hill Publishing Con 
pany to represent the company’s d 
rect mail list service in that ter 
tory. 


To Be National Can 


| The Port Vue, Pa., tin plate plan’ 
|\of the McKeesport Tin Plate C 
poration, McKeesport, Pa., whi 
was recently sold to the Jones 
Laughlin Steel Corporation, \w 

| change its name to the National C 
Corporation. 


Clark Joins Arbogust 

Russell Clark, formerly in I! 
don as European manager of E! 
Wasey & Co., has become assoc! 
with Oren Arbogust, Chicago 
resume marketing of the “¢ 
| Arbogust plan to help newspa| 
sell more local linage.” 


for 


A 


5000 watt 


Exclusive National Representati 


WDAY 


the Red River Valley 
NBC 


FARGO, N. D. 
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ADVERTISING AGE 


Hhers 


only one baby /” fhe world 


with a toot 


\ = ERItsa precious little bundle 


from heaven, or canned goods trom the 
grocery, we want to be sure what's in- 
side. Hence various means of tdentifica- 
tion— footprints, tags, marks, brands 


and what-not. 
We like our brands. 
They mean much to us. 
They light up the market-place, so 
that we don’t bark our buying shins. 
They bond us against “caveat emptor.” 


W hat the beam and the beacon are to 
the pilot, brands are to the buyer — they 
keep us from getting lost, and help us 


to land safely. 


Brands enable us to glory, with its 


maker, in the triumph of a worthy 


THE CHICAGO DAILY NEWS 
(hicagos HOME, Newspaper 


WITH THE MOST VALUABLE CIRCULATION 


DAILY NEWS PLAZA, joo West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Roecétefeller Plaza 


product; or to join in silent embargo 
against a product that talls down. 


+ * + 


Mother, father if the consumer 


researchers are right——it brands mean 
nothing —then it makes no difference 
what baby you take home —just’so the 
little “fellah’’ is sound in body and limb, 
and reveals no glaring weakness in the 
laboratory. 

Well — not without reason are news- 
papers, given names, too! 

One of the most meaningtul names 1s 


that of THE CHICAGO DAILY NEWS. 


It stands tor something definite and fine. 


DETROIT OFFICE: y-77 


) General WV fors Barldin; 


IN THE CITY 


SAN FRANCISCO OFFICE: Hobart Building 


The whole earth is the beat of the 
DAILY NEWS' staff. News cannot hap- 
pen where a CHICAGO DAILY NEWS 
reporter cannot go. Barred doors are 
open to him. His is the communique 
for which an anxious world waits. To 
the virtues of courage, tirelessness and 
sincerity, he adds the priceless virtue of 
accuracy. 

To the end that people deeve what 
they see in THE CHICAGO DAILY NEWS. 

And the spiritual momentum of that 
belief carries over into its advertising 
columns — people believe its advertis- 
ing, too! 

So, when you want to let the people 
in America’s second largest and most 
vital market know the truth about your 
product, what you say will be more ef- 
fective if you say it in the newspaper 
which, of itself, has genuine reader-in- 


the - home aci eplance. 
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Occu pancy Tax on 
Advertising in 
N. Y. Called Off 


New York, Oct. 24.—The plan of 
city officials to apply the two-year 
old “occupancy tax” law to all ad- 
vertising display material placed in 
retail outlets, and thus collect an 
estimated $1,000,000 a year from ad- 
vertisers, will not be adopted, it was 
indicated here today. 

It was learned that Mayor F. H. 
LaGuardia, in a letter to the city 
treasurer, Almerindo Portfolio, 
drew a distinction between actual 
accupancy of a store and the plac- 
ing of advertising display material 
in a store. As a result, the official ! 


ruling due shortly from the treas- Opens Chicago Office 


urer’s office is expected to exempt | ; = 
displays from tax liability. Brown & Thomas Advertising 
The committee formed to fight 


‘ "la Chics ffice in the Palmolive 
the threatened tax will not be dis- : pen agg ag 


| bldg. under the direction of Louis 


banded immediately, it was learned, | —. Golan, formerly head of Liquor | 


pending a final ruling. The group,| Products Company, Chicago. Mr. 
headed by John A. Zellers, vice-| Golan will head the Chicago corpo- 
president of Remington Rand, Inc.,| ration, with Stanley A. Brown, 
and president of the New York 
Board of Trade, was instrumental |™2n of the board. The new office 
in getting the city to revise its | Will open about Nov. 1. 

earlier intention. ” ae 

Ski” Names Hanauer 


George H. MHanauer, formerly 
with Gotham Advertising Company, 
New York, has been appointed 
ciated with New York and Chicago | Eastern advertising manager of Ski, 
publications, has joined C. D. Berto-| F. E. M. Cole & Son Company, Chi- 
let & Co., Chicago, national repre-|cago, has been named representa- 
sentative of the Our Sunday Visitor-|tive of the magazine in the Middle 
Register unit. West. 


Ledbetter Joins Bertolet 


W. E. Ledbetter, previously asso- 


| 


president in New York, as chair- | 


| Corporation, New York, will open | 


TAKES AGENCY POST 


Paul Hollister, who resigned last July as 
executive vice-president and publicity 
director of R. H. Macy & Co., has been 


elected vice-president of J. Stirling 
Getchell. Before joining Macy's he was 
vice-president of Batten, Barton, Durstine 
& Osborn. He is a winner of Harvard 
awards for outstanding national and re- 
tail copy, the author of several books on 
merchandising and has lectured fre- 
quently on sales promotion subjects. 


Elliott Urges 


More Consumer 


cs Goods Standards 


THESE AR 


\s 


hase Ue Lo 


GUIDE SCREEN UNIT IS DELIVERING 


--- the biggest bonus among screen groups 
--- the biggest percentage of bonus 


--- the only 


--- at the lowest cost per M. 


GUARANTEED CIRCULATION 550,000 
DELIVERED CIRCULATION JAN.-JUNE, 1940 648,953 
COST PER PAGE PER M $1.46 


(Buide fon Yul 


SCREEN GUIDE 


Office of Advertising Representatives: 551 FIFTH AVENUE, NEW YORK 


PUBLISHED BY THE GUIDE MAGAZINES 


large 680 line page 


~* MOVIE-RADIO GUIDE 


ee id 


New York, Oct. 24.—Pointing out 
that tests for the construction and 
performance of raw materials are 
commonplace in industrial goods, 
Harriet Elliott, consumer adviser of 
the National Defense Advisory 
Commission, expressed the hope 
that the present emergency may re- 
sult in the greater development and 
use of standards for consumer 
goods. She spoke at a dinner 
meeting of the National Consumer- 
Retailer Council here tonight. 

Standards for consumer goods, 
Miss Elliott said, are of vital impor- 
tance if this country is to carry on 
its defense program without sacri- 
ficing the welfare of civilians and 
dragging down their standard of 
living. With new emphasis 
being placed on the civilian aspects 
of defense, consumers may soon be 
enjoying the advantages 
experienced by industry in 
standardization of products, 
said. 

“Wherever quality changes are 
introduced or it appears desirable 
to introduce substitute materials in 
the manufacture of consumer 
goods,” Miss Elliott said, “both con- 
sumers and retailers will need to 
know how to measure the efficiency 
of the new materials.” 


the 
she 


Surprised at Lack 

Miss Elliott expressed her sur- 
prise in “approaching the problem 
as a layman” to discover that stand- 
ard tests are “available for so few 
products.” She cited the 


trial standards were developed as a 


basis for her expectation that stand- | 
ards will be extended into the field | 


of consumer goods. 

As an example of the type of ac- 
tivity in the development of stand- 
ards which takes on added import- 
ance in relation to defense, Miss 
Elliott described the study of stock- 
ings, made under the auspices of 
the Council in Newark, by means 
of which consumers learned more 
about the buying of stockings and 


retailers acquired information about 


consumers’ needs 

After emphasizing the Council's 
contribution toward the goal of 
more intelligent buying by consum- 
ers, the speaker cited as of equal 


|importance the Council’s endeavors 


to provide retailers with a basis for 
intelligent selling. One activity in 
this direction was the Store Pro- 
gram Committee’s report on infor- 
mative selling which is helpful to 
retailers in that it describes the ex- 
periences of various stores in 
curing information from manufac- 
turers and wholesalers 

The report will be of interest to 


se- 


already | 


experi- 
ence of the World War when indus- | 


consumers, Miss Elliott said, in it 
description of the consumer advis- 
|ory committees which have beer 
cooperating with merchants in dif- 
ferent parts of the country. Mem- 
bers of these committees should bs 
able to cooperate with consumer ad 
visers in the various states wher 
local defense commissions may b: 
established. 

“In order for the state and loca 
defense commissions to carry ou 
effectively the consumer protectio: 
aspect of their task,’”’ Miss Elliot 
declared, “they will need the he}; 
of persons who are well informe: 
not only on consumer requirement 
but also on the particular problen 
met in store operation.” 

The maintenance of living stand 
ards in a national emergency is a 
important for the retailer as for th: 
consumer, Fred Lazarus, Jr., chai 
man of the Retailers Advisor 
Committee, asserted in an addres 
to the meeting which was read i: 
his absence. Mr. Lazarus is vice 
president and treasurer of F. & R 
'Lazarus & Co., Columbus, O. 


Urges Price Control 


increases in the first World War a 
|2 lesson in the present crisis, M1 
|Lazarus described four contribu- 
| tions which can be made by the re- 
| tailer in the control of retail prices 
| taking steps to prevent increases i: 
\the prices he must pay for goods, 
}employing a restrained selling and 
|promotion policy, informing con- 
sumers on necessary changes in 
quality and cooperating with the 
defense commission to coordinate 
|military and civilian purchasing. 
Mr. Lazarus said that the Com- 
|mittee is now organizing a price- 
reporting system to be carried on 
'by the national retail trade associa- 
|tions. Other activities of the Com- 
mittee are directed at the buying 
land selling policies of retail stores, 
cases in which quality changes in 
| merchandise become necessary and 
|participation in the work of dove- 
‘tailing military and civilian pur- 
| chases. 
| 


Offers Paper Free If 
‘Horses Fail to Win 

| The Herald, Lexington, Ky., ha 
announced that it will give away its 
‘entire edition any day that a horse 
coming from within a radius of 40 
miles of Lexington does not win 4 
race on a recognized mile track in 
the United States. 


O'Dell to Address EAA 


W. F. O’Dell, Ross Federal Re- 
search Corporation, Chicago, will 
‘talk to the Engineering Advertiser: 
Association, Chicago chapter of th: 
|NIAA, Oct. 28, at 7:30 p. m., on 
\“How to Interest a Publishers’ 
Readership Survey.” The meeting 
|will be held at the Electric Club 
| 20 N. Wacker drive. 


Issues Trailer Annuals 

| A “Directory of the Trailer Coac! 
| Industry,” giving data on all traile: 
|coach builders in the United Stat 

lhas just been issued by Traile 
| Topics magazine, Chicago. It w' 

ibe an annual as will the “Tour'!s' 
Court Hand Book & Buyers’ Guide 

whose first issue will be distribut: 

by the same company about Nov 


| Pointing to the causes of pric: 


l- your salesmen can't se¢ 
‘em they can't sell ‘em. That’: 
precisely the situation with th 
contractor-builders. 
must be sold... 
through 


Yet they 
and can bi 


SERVING 70; 
Aa BUILDING EXPERTS 


_ 


INDUSTRIAL PUBLICATIONS, |: 


Publishers also of BUILDING SU! 

NEWS and BSN Dealers’ Catalog—2+th 

59 E. Van Buren CHICAG” 
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ADVERTISING AGE 


THE TIME TO 


> [nsure 


YOUR 


Business... 


2. 


3. 


COMPLETE 3-WAY COVERAGE 


INSTITUTIONS Magazine offers complete 3-Way coverage 
of readers, subjects and institutions. 


It reaches over 250,000 owners, operators, purchasing 
agents, housekeepers, dietitians, superintendents, outfitters 
and others who control the purchasing and specifying of 
equipment. 


It is confined exclusively to equipping, furnishing, deco- 
rating, maintaining, remodeling and managing. 


It reaches the following types of institutions with over 


is when Business 
is GOOD 


A healthy business is like a healthy 
man... The time to take out insur- 
ance is when you are best qualified 
and best able to afford it . . . with 
an eye to future benefits. 


or when Business 


‘should be BETTER 


A business which should be better is 
like a man who needs immediate pro- 
tection. Big dividends, early maturity 
and other quick returns are paramount 

. long term benefits are secondary. 


INSTITUTIONS Magazine, through its advertising columns, provides long-term 


benefits as a prestige builder . it brings immediate returns through its 


acceptance among those who buy and specify equipment . it pays big 
dividends as a result of wide circulation among large consumers . it gives 
essential coverage through an editorial program confined to equipment news 


and product information it assures security which can only come from 
presenting your sales message consistently to over 250,000 reader-buyers 
. . it makes available to you the stability of an old line company with 51 


years of successful publishing experience. 


60,000 copies monthly: 
Hotels 
Restaurants 


Cafeterias, Industrial & 
Public 

Hospitals 

Sanatoriums 


Schools & Colleges 


Veterans’, Blind, etc. 
Y.M.C.A.'s and Y.W.C.A.'s 
Clubs 
Outfitters or jobbers 
Janitor supply houses 
Commercial buildings 
Real estate depts. of 

insurance companies 


Homes for Aged, Fraternal, 


Apartment buildings 


Railroads and dining car 
systems 


Steamship lines 
Power and gas companies 
Government institutions 


Wholesale departments of 
department stores 


Asylums 

Penal institutions and jails 
Power and gas companies 
Motels (Motor Courts) 


Architects specializing in 
institutions 


Manufacturers’ agents 


Insure your business NOW . 


. advertise your products 


in INSTITUTIONS Magazine, the ONE. publication 


offering you coverage of all types of institutions. 


“Our Tell All Album” — or Consult Your 


today for 


Advertising Agency. 


Write 


NOW. This is just one of the many 


| oneness ey : 


You can the in with the movement... you con help buyers 
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October 28, 1949 


Members 
Report Enlarged 
Budgets for ‘41 


56 Per Cent of Mem- 
ber Companies Report 
Larger Expenditures 


White Sulphur Springs, W. Va., | 
Oct. 23.—Advertising activity in 
1941 will show a substantial gain 
over the current year’s pace, it was 
predicted here today at the opening 
session of the Association of Na- 
tional Advertisers’ 3lst annual con- 
vention. The forecast was based on 
a poll of ANA members, represent- 
ing manufacturers in almost every 
industry, thus constituting a cross- 
section of American business. 

In announcing the results of the 
survey, Paul B. West, ANA presi- 
dent, said that, with only one ex- 
ception, every reply indicated that 
business next year will be as good 
as or better than 1940. Of the 
members who had tentatively set 


advertising budgets for 1941, only 
6 per cent expect to lower their ex- | 


penditures, while 38 per cent will 
spend the same amount and 56 per 
cent will increase their appropria- 
tions. Expectations of increased 
sales and advertising stemmed 
chiefly from the stimulus of the de- 
fense program with its attendant in- 
crease in employment and_ pur- 
chasing power. 


Techniques Improving 


Other reasons advanced for the 
optimistic outlook by ANA members 
included continuance of fair trade 
and improved advertising tech- 
niques resulting in increased adver- 
tising effectiveness and increased 


| sales. Other factors mentioned were 


product improvement, new products, 
clearing up of political uncertain- 
ties “one way or the other,” im- 
proved farm purchasing power and 
increased demand resulting from 
cooperative association advertising. 

On the unfavorable side, adver- 
tisers pointed to the possible effect 
of the draft on sales personnel and 
uncertainties growing out of the 
war, curtailed supplies of war ma- 
terials, threats of further govern- 
mental regulation, increased labor 


costs, growth of private brands, loss | 


of export markets and substantial 
consumer inventories of consumer 
durable goods. Even in cases where 
manufacturers mentioned one or 
more of these factors no curtailment 


of advertising was anticipated. 
“All in all,” said Mr. West, “the 
picture is an encouraging one. 
There are many manufacturers, of 
course, particularly in the heavy 
goods industries, whose plants will 
run at capacity levels on defense 
orders. Even here so far as ANA 
members go there is little indication 
that advertising will be drastically 
curtailed even though it may take 
on a more institutional character.” 


“Tribune-Star” Ups Three 

Frank Shannon, former advertis- 
ing manager, has been made adver- 
'tisine director, a new office, of the 
Terre Haute Tribune-Star. 
Whalen, former advertising staff 
member, has been made local ad- 
vertising manager, and Wood 
|Gagby, national advertising man- 
ager. 


Cheese in Casings 

South Kaukauna Dairy Company, 
Kaukauna, Wis., is packing its 
Kaukauna Klub Hickory Smoked 
Cheese Food in red casings, the 
package weighing approximately one 
pound. 


Maltbie Appoints 

Maltbie Chemical Company, 
Newark, N. J., maker of pharm- 
}aceutical specialties, has appointed 
| Noyes & Sproul, New York, to 
jhandle its advertising. 


Pacific Four A's 


Council Holds 
Annual Meeting 


Hiest int Yt... [940 


191 


Hou 


ACK IN 1914, when the first World War was 
started, the newspaper that brought the news to 
the greatest number of Houstonians was The 


Houston Chronicle. 


Now in 1940, the second World War is raging . . . and 
the newspaper that is bringing the news to the greatest 
number of Houstonians is still The Houston Chronicle. 


This record of leadership is not confined to circulation 


R. W. McCarthy 


National Advertising Manager 


alone, but it also applies to advertising —The Houston 
Chronicle has been first in both circulation and advertis- 
ing in Houston for more than a quarter century. 


In what better medium could you place your sales 
story than in the one which has merited Houston's con- 
fidence and trust for so great a period of time? 


THE HOUSTON CHRONICLE 


Largest Daily Newspaper in Texas---Morning or Evening 


The 


TOP PICTURE 


BOTTOM PICTURE shows skyline of 


National Representatives 


shows Houston in 
4, looking north on Main Street. 


ston in 1940, looking north, 


Branham Company 


Del Monte, Cal., Oct. 24.—The ef- 
| fect of the war on business and 
advertising, the excess profits tax, 
premiums, research, copy, new busi- 
/ness practices, the continuing study 
|of newspapers, and copyright law | 
were among the topics discussed | 
this morning by the Pacific council | 
lof the American Association of 
Advertising Agencies, holding its 
j}annual meeting here. The afternoon 


\ble discussions, and tomorrow a | 
| morning session open to guests will | 
be followed by the annual golf | 
tournament. 

| “In spite of heavier taxes and 
contemplated profit limitations, un- 
der the excess profits tax bill, earn- 
/ings will probably increase faster 
lthan taxes,” Donald M. Hobart, 
head of the commercial research 
division of Curtis Publishing Com- 
pany, told the group. 

“Now, of all times,” he said, “we 
in advertising should revitalize our 
faith in advertising through a new 
understanding of the economic con- 
siderations on which it rests. In 
the fever of an accelerated defense 
|program, this great beneficial force 
might suffer contraction or injury 
through legislative or administrative 
action simply because it is so gen- 


erally misundertsood and _ under- 
valued. 
“The advertiser must hold and 


strengthen his normal consumer 
market which forms the real foun- 
dation of his business. The public 
should be informed by advertising 


ity business and playing a leading 
part in its field.” 

William H. Horsley, president, 
Pacific National Advertising Agency, 
Seattle, was elected chairman of the 
Pacific Coast Council, 
August J. Bruhn, McCann-Erickson, 
Inc., Los Angeles. Dan B. Miner, 


that name, succeeds Mr. Horsley as 
vice-chairman, and was succeeded 
in turn as secretary-treasurer by 
Joseph R. Gerber, president, Joseph 
R. Gerber Company, Portland. W. 
A. Brewer, secretary, Brewer- 
Weeks Company, San Francisco, 
completes the board of governors, 
with Mr. Bruhn. 


Barrett Issues Book 

The Barrett Bindery Company, 
Chicago, has prepared a 42-page 
illustrated book giving technical 
data, general information and de- 
tailed descriptions of many of the 
die cutting and general finishing 
operations performed for the print- 
ing and lithographing trades. 


Fisk Drops Print Shop 

United States Rubber Company 
has discontinued the printing plant 
at the Fisk Tire Company division 
in Chicopee Falls, Mass., and has 
contracted with the Lowell Courier 
Publishing Company, Lowell, Mass., 
for all printing business. 


Ad Bureau Expands 
Herbert W. Frank, head of the 

Boston office of Advertising Bureau, 

advertising agency, has expanded 


his offices to include a special hotel You say: “BIG ads regularly 
| and travel service. The new offices cost too much (more than | 
are located in the Arcade of the can afford to pay), and... | 
|Park Square bldg., Boston. Elsa wouldn't HAVE small ads!’ 
| Parker is in charge Are you sure about the second 

point? Maybe small ad 


Toland to Sales Statf 


John M. Toland, Midwest super- 
visor of merchandising for 
Crowell-Collier Publishing Com- 


pany for five years, has been added 


to the Chicago sales staff of Col- when they operate under ou 

lier’s. PLAN, using our COPY. Eve 

- hear of Colonel Edwin 

Barnes: ever see his ED! 

Sponsors Football Game PHONE newspaper ads in thy 

Gillette Safety Razor Company, West? There IS somethin 
Boston, will broadcast the cham- new under the sun. 

pionship playoff of the National 


Professional Football League Dec. 8 


over more than 100 stations of the 


Mutual Broadcasting System. 


Best Shifts Two ¥ 


Rodger Danaher, Jr., formerly in | 


charge of production with Frank | 
Best & Co., New York, has been 


named an account executive. 


| ager. 


that the company is doing a capac- | 


succeeding | 


head of the Los Angeles agency of | 


the 


k Fred 
|Lerro is the new production man- | 


Advertising of 
Bakeries Put at 
3% of Net Sales 


Washington, D. C., Oct. 24.—T! 
bread and bakery products man\ 
facturing industry and the lead an 
zinc producing industry are tl! 
subjects of two additional financi 
studies released this week by tl 
Federal Trade Commission, folloy 


Edward | was devoted to informal round ta-|ing release of sales and _financi 


information on six leading tobac 
companies last week, as reported i 
the Oct. 21 issue of ADVERTISIN 
AGE. 

Seven bread and bakery produc 
companies representing the mo 
important concerns in this indust: 
(not including biscuit and crack: 
making corporations) , had combin« 
net sales in 1939 of $202,310,82' 
according to the FTC study, ar 
total net profits of $12,540,513, re; 
resenting a return of 8.9 per cer 
on the average of the total capit: 
employed during the year. 

This average return represente: 
individual rates of return rangin 
from a low of 1.1 per cent to a hig! 
of 24.3 per cent. The net incom: 
on the stockholders’ equity afte: 
provision for income taxes was 7.4 
per cent of the average stockhold 
er’s investment, with individua 
|; companies ranging from 0.7 per cent 
ito 19.5 per cent. A total of $8 
|374,414 in cash dividends was pai 
out during the year by the seve: 
companies. 


_ Advertising and Sales Expense 


| Selling expense totaled $48,699, 

990 for the seven companies, ac- 
counting for just-under one-fourt! 
(24.07 per cent) of every dollar of 
| sales. Advertising expenditur: 

totaled $6,130,637, or 3.03 per cent 
of sales. Net profit amounted to 
|5.9 per cent of net sales. 

The consolidated report for six 
“of the most important concerns in 
the lead and zine and lead and zim 
products field shows total sales of 
$190,985,924 in 1939, and net profit 
before deduction for income tax and 
interest on long term borrowing, of 
$24,544,342, or 10.6 per cent on in- 
vested capital. Cash dividends paid 
during the year aggregated $14.- 
731,883. 

Sales expense totaled $6,085,690, 
|or 3.19 per cent of sales, and adver- 
tising expense totaled $1,287,997, o: 
|0.67 per cent of sales. 


Welling Joins WR 

| Carroll Welling has joined West- 
iern Representatives, Los Angeles 
as an associate publishers’ “rep.” 


SMALL aa... 


determined plan.. 
good copy .. 
persistent .. 


EUREKA! 


| 


could be planned for 

business with such a_ walloy 

you'd change your mind. Mi- 

ter, small ads work! bring 
, ; 

profits! make life pleasant 


your 
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Ice Industry | 
to Emphasize 
High Humidity 


Magazines and Farm 
Papers Get $750,000 
Appropriation 


New Orleans, Oct. 24.—Both the 
product and its advertising will un- 


dergo a face-lifting for 1941, Hur- | 


ley G. Hust, advertising director, 
National Ice Advertising, Inc., told 
the National Association of Ice In- 
dustries at its meeting here today. 
Virtually the entire appropriation 
of $750,000 will go into magazines 
and farm papers. 

“Scotch Ice,” so-called because of 
its resistance to outside influences, 
will represent the improved prod- 
uct. Manufactured by a 


process jrect 


pearance and foods. High attention 
value will be gained with an illus- 


tration of a woman preparing for | 
beauty | 


her couch with the usual 
rites and a headline, ““But you can’t 
rub cold cream into your vege- 
tables!” This will give Donahue & 
Coe, the agency, an opportunity to 
relate the story of the high humid- 
ity of ice, which, it is asserted, pre- 
serves foods far more effectively 
than the “dry cold” of mechanical 
refrigerators. Advertising will also 
devote attention to the industry’s 
| new ice boxes, which, while compar- 
ing favorably in appearance with 
their rivals, are priced from $29.50 
to $94.50. 

| The success of the ice industry, 
Mr. Hust asserted in a spirited ad- 
dress, will be measured, not by 
|physical assets, but in efficiency of 
its man power. Improved think- 
| ing, management, engineering, sales 
and service are the price of survival. 
Advertising merely provides the 
[transmission belt by which these 


virtues may be made effective tools. | 


The advertising will feature di- 


| 
| 
color photographs by 


available to all association members, | Bruehl. 


the new ice, which melts more 
slowly than any heretofore pro- 
duced, will be featured in advertis- 
ing when it is generally available. | 

Copy will be based on women’s | 
recognized interest in personal ap- | 


| 
| 


‘Gets Kellogg Corset 
Kellogg Corset Company, Jack- 


son, Mich., has placed its advertis- 
ing with Marvin Hahn, Detroit. 


Anton | 


STEPS TO TOP 


Frank T. Tucker, manager of Goodrich 

| tire advertising since 1932, who has been 

| named director of advertising of B. F. 
Goodrich Company, Akron. 


| Insurance to Berk 


The Philadelphia Life Insurance 
Company has appointed Harry A. 
Berk, Inc., Philadelphia, to direct 
its advertising. 


MYSTERY- 


THIS GREAT SP 


K-E-X POPULARITY 


@ To begin with there's that great new program 


schedule supplied to KEX 
work—and, as everybody in 


a lulu. Put the magnifying g 


from stem to stern—it’s chock full of listener-getting 


features morning, afternoon 


boys on that new Blue network set-up are doing 


a great job. 


And KEX is doing a bang-up job locally, too. The 


station carries literally dozen 


features. It is backed by the full strength and prestige 


of The Oregonian," the great 
Can you imagine a more 


spot advertiser? 


URT IN 


by the NBC Blue net- 
the business knows, it’s 


lass on it—check it over 


and evening. Yes, those 


s of strong local-interest 


newspaper of the West.” 
perfect set-up for the 


RADIO STATIONS OF THE 


PORTLAND * OREGON 


620 KG voce warns anes NBC RED 


EDWARD PETRY & COMPANY, INC. 
WEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


REPRESERTATIVES: 


SHERLOCK HOLMES” 
KEX—Sundays, 5:30 to 6:00 p.m. 


1160 KG connncous NBG BLUE 


Lubin Would 
Shift Focus 
of Competition 


Commodity Standards 


in Report 


Washington, D. C., Oct. 24.—The 
theory that competition has swung 
too far away from price and too far 
toward quality, service and per- 
formance is expounded in “Price 
Behavior and Business Policy,” a 
study directed by Isador Lubin, 
Commissioner of Labor Statistics, 
and issued by the Temporary Na- 
tional Economic Committee as the 
first of a series. Advertising, on 
the one hand, and legislation, on the 
other, have contributed to a price 
rigidity which has encouraged un- 
necessary frills and penalized the 
thrifty, according to the report. The 
antidote, it is suggested, might well 
be repeal or modification of the 


Miller-Tydings and Robinson-Pat- 
'man Acts, plus imposition of com- 
|modity grades and standards which 
would make every man his own 
expert. 

Mr. Lubin apparently regards ad- 
| vertising as a vicious spiral. 
| “The wide spread between pro- 
duction costs and retail prices for 
|certain common drugs does not 
necessarily represent inordinate 
|profits to either manufacturer or 
distributor,” he said. “Much of it 
represents the cost of advertising 
and sales campaigns and elaborate 
packaging. Regardless of the cause 
|of the spread, however, its existence 
| implies the possibility of greatly 
reducing prices of products of this 
|kind by altering the focus of com- 
petition. 


Check on Advertising 


“Development of adequate com- 
modity standards and establishment 
of regulations requiring informative 
|labeling in accordance with such 
|standards would go far toward 
fostering the desirable and dis- 
couraging the undesirable aspects 
of advertising and branding. The 
|consumer should be in a position to 
lappraise the significance of adver- 
| tising claims and of brand names 
against a background of authentic 
| product information.” 
| Lest these words alarm some, 
|Senator Joseph C. O’Mahoney, 
chairman of TNEC, hastened to ex- 
| plain that the study is not to be in- 
|terpreted as representing any con- 
|clusions by the committee. 

“It does not advance any specific 
|}recommendations,” he said, “al- 
| though it necessarily suggests sev- 
eral guides to policy.” 

The spread in the price of the 
“common drugs” mentioned in the 
report is given as follows: “For 11 
standard drug products the aggre- 
|gate cost per ounce totaled $28.95 
j}under the proprietary designations 
and only $4.59 when sold under 
their standard chemical names.” 
| The report attributes this situa- 
tion to “immunity from price com- 
petition” and indicates that drug 
and cosmetic manufacturers 


| 
| 
| 


experiment 
stances. 


with unknown 


- 


Prices Change Slowly 


It finds that the Miller-Tydings 
Act has definitely limited price 
ranges and it noted that branded 
food products fail to respond to va- 
rious influences on prices as readily 
as their unbranded competitors 
Accompanying charts indicate that 
this situation does not always 
work to the disadvantage of the 


public 
In the absence of price mainte- 
nance in the drug field, the report 


pointed out, there is a wide varia- 
tion in prices charged by different 
retailers for the same _ product. 
Where resale prices have been es- 
tablished, the price range is much 
narrower. Out of 28 stores sam- 
pled for a product with a minimum 


Would Do Trick, He Says 


have | 
| exploited the ignorance of the con-| 
}sumer and his natural reluctance to | 
sub- | 


price of 33 cents, 25 sold at th 
'minimum and the other three at 34 
35 and 36 cents, respectively. 
nationally advertised laxative o 
which prices are not maintaine 
ranged from 29 to 50 cents in pric: 
in 51 stores. The report character 
ized price maintenance, howeve: 
as merely one of the factors tend 
ing to restrict prices within narroy 
limits. 

The monograph ascribes the rapix 
growth of the organized consum« 
movement in recent years to dissat 
isfaction engendered by “failure « 
advertising and branding to serv: 
as adequate guides to quality an 
to their tendency to divert th 
stream of competition into ineffi 
cient channels.” 


Prices Too Stable 


“One effect of the creation o 
mass demand through advertising, 
it continued, “may be reduction 
costs of manufacture as volume in 
creases. On the other hand, it mu: 
be conceded that in some lines o 
business any such reductions in cos 
show little, if any tendency to be 
come translated into lower prices 

Education of the consumer and 
establishment of commodity grad 
and standards, coupled with in 
formative labeling, would enabi 
the public to judge rival product 
on their merits, the report said. 

“The accumulated pressure 0! 
buyers equipped with an adequat: 
basis for judgment might, in turn 
serve to direct competition into so 
cially desirable and economicall, 
efficient channels,” it added. 

The study will shortly be avail 
able from the Government Printin; 
Office. 


Crosman to Feature 


‘ . 
‘Power Without Powder” 
“Power without powder” will 
be the central theme of the 1941 
advertising campaign of Crosman 
Arms, Inc., Rochester, maker of 
compressed air rifles for target and 
small game shooting, the account 
of which has just been awarded to 
Scrivener & Co., Rochester agency. 
Publications to be used include 
American Boy, American Legion 
Magazine, American Rifleman, Field 
and Stream, Hunting and Fishing, 
Mechanix Illustrated, Open Road 
for Boys, Outdoors, Outdoor Life, 
Popular Mechanics, Popular Sci- 
ence, Science and Mechanics, Sports 
|Afield and Western Sportsman 
Other magazines will be added 
later. 


Wertz to Toledo Steel 


Toledo Steel Products Company, 
| Toledo, O., has appointed Herbert 
M. Wertz, formerly in the industria! 
division of the DeVilbiss Company 
jas advertising manager. Ruthrauff 
& Ryan, Detroit, has been appointed 
agency. 


EYE CATCHERS 


“If there only 
wasn’t any First- 


A drama 


‘7 
hox 


tic kup for Real Estater 
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EYE*‘CATCHERS, '\. 
10 East 38th Street, New York 


*Reg. U. S. Pat. Office 
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There is a word that has become lost in the world of radio. 


Nobody uses it. No mind turns to it as to a needed and 
familiar aid. 


‘Talk of radio and world news and you'll not speak it, for 


you'll need roomy phrases... 


‘Talk of radio as fun, and you won’t either, for you'll be 


talking in millions about Major Bowes or Kate Smith fans. 


Or talk of radio as an advertising medium and you won’t 
go near it, for you'll spin endless success stories and really 
pull out the verbal stops. The truth is that radio is now so 
Vast, so sprawling, so splayed out over states, countries, con- 
tinents, seas, that the mind reaches always for the vast 
image, the big, big word, to attempt to meet this giant on 
its own ground. 


How long since you’ve heard anybody use the word 


“smaller” about radio? 


Yer there is one thing about radio that has been growing 


smaller for years. 

‘That thing is the cost of reaching a radio listener. 

‘Today it’s just about half what it was four years ago. 
About half is a whole lot smaller. 

And that “smaller” is maybe the biggest thing (there we 


go again) any advertiser should consider as he considers 


radio of 1940. 


Fiow did that “smaller” happen? 
Many things happened to make it happen. 


First of all something happened to this country. By 1930 
Americans already liked radio— it wasn’t a gadget or a gag 
any more; it worked, it amused and interested them. And 
they liked it tine. ‘Twelve million families liked it enough 
to own a radio set. 

Then from 1930 onwards, this country went overboard 
about radio, went hungrily, happily mad about radio. And 
now in 1940), twenty-eight million families own a radio, 


Or two or three or more radios. 


(Regard that a minute. A country that has twenty million 


pty 
$x 


families without a telephone has only four million families 
without a radio! ) 


Secondly, going overboard, and being American with the 
American’s energy and enthusiasm, something happened 
to the habits of listening in this land. In 1930, the average 
radio tamily listened 3.9 hours a day. ‘Today 86% of all 
radio families listen an average of over five hours a day 


about 126 million hours a day, every day, of listening. 


It’s crazy, sure. It’s impossible, maybe. But programs have 
got better, habits have got fixed, and that’s how repeated 
polls, surveys, competitive surveys, non-competitive sur- 
veys, Joint surveys, make it come out. ‘That’s America for 
you—nothing half-hearted about the way it goes for what 
it likes and wants and needs. 


And while these two things were happening to the coun- 

try (item: increase in ownership; item: increase in listen- 

ing), two other things were happening to CBS. 

In those same ten years CBS grew trom 61 stations to 110 
and its own listeners increased trom over seven million 

families to over twenty-seven million a day. 


And CBS programs grew too— grew in human appeal, in 
expertness; some got funnier, others finer, all found more 
and surer ways to make people look forward to them, never 


miss them, talk a lot of them to friends and neighbors, 


This isn’t just a theory. In the last four years alone, the 
typical CBS evening half-hour program has gone up 99% 
on the CAB program ratings. 99% ! 

Which means that the typical CBS evening half-hour pro- 
gram today is heard by twice as many families out of every 
hundred radio families as four years ago. With millions 


more radio families to draw on for that “twice as many”’. 


And that’s expansion on every frontier—ownership, 
listening, CBS station growth, CBS popularity. 

The only contented laggards in all this forward march have 
been CBS time and radio talent costs. 7/re7r tempo has been 
quiet. They have been taking it easy. 

Regard this one fact against all the preceding expansion 
and acceleration, and you come smack up against a mighty 
piece of news: 

In actually delivered, listening audience, CBS today gives 
you nearly two thousand families at a price which got you 


only one thousand families just four years ago. 


So CBS today is not only delivering the largest, most inter- 
ested, most listening audience it ever has... 

The net cost per listener in that audience is smaller than 
ever before. 


It’s the biggest “smaller” in advertising history. 


COLUMBIA BROADCASTING SYSTEM 


ed and charted facts behind this piece 


the Mone It will he sent at vour re 


are brought together in a booklet, ‘*More tor 
Write to 48¢ Madison Avenue, New York City 
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‘Keep Regular’ 
Now ‘Constipation’ 
in Kellogg Copy 


Battle Creek, Mich., Oct. 23.— 
Kellogg Company began this week 
its fall newspaper campaign for 
All-Bran, with copy promoting the 
product as “a crisp and delicious 
breakfast cereal instead of ‘doses’ to 
combat constipation.” 

The new copy represents a slight 
change from recent All-Bran ad- 
vertising, which has stressed the 
“keep regular” theme. In just as 
hard-hitting terms as have been 
used in previous campaigns, Kel- 
logg asked in the opening inser- 
tion: “Why depend on remedies 
that may offer only temporary re- 
lief, when you can get at the cause 
of it and correct it by regularly 
eating Kellogg’s All-Bran for 


breakfast?” 
Newspaper-type headlines and 
copy, plus pictures of breakfast 


table scenes, are being used. About 
300 newspapers throughout the 
country are on the schedule. 

A similar list is being used for 
the new fall drive on Kellogg Pep, 
copy for which is built around a 
series of cartoons, drawn by Helen 
Hokinson. Under the headline, 
“Vitamins Can Be Fun!” copy 
points out that the grocery is the 
logical place to go to for vitamins. 
The agency for both products is 
Kenyon & Eckhardt, New York. 


NEW CAMPAIGN BREAKS FOR ALL-BRAN 


IMAGINE! A CRISP AND DELICIOUS 
BREAKFAST CEREAL INSTEAD OF 
“DOSES” TO COMBAT CONSTIPATION! 


© YOU SUFFER from the commen kind of con- 
stipation that's due te lack of the right hind of 
“balk” ie the diet, here's 2 happy thought. 
WHY DEPEND on remedies that may offer only 
reliet, when you can get at the couse of 
the trowble and correct it by regpiarly eating 
KELLOGG’S ALL-BRAN for breakfast? 


Have you tried ALL-@nan’s “better way” to combat consti- 
‘ 


HAVE YOU TRIED ALL-BRAN'S “BETTER WAY"? 
—_— > 


del.c\ous breakfast cereal regularly, you win on 
~ both correct the trouble and prevent 


Newspaper copy for All-Bran in a campaign which broke last week. The "keep 
regular theme of previous campaigns is now “Combat Constipation" 


Joins Guide Magazines Johnson Joins Wettlin 

Jerry Julian, for the past 12 Herbert Johnson, formerly with 
years with Photoplay, has joined |Oswald Advertising Agency, Phila- 
the advertising staff of Guide Maga- | delphia, has joined Wettlin & Co., 
zines. Camden, N. J. 


Eureka Names Golberg 
Assistant Sales Manager 


| ©. H. Golberg, regional sales 
manager for the Eureka Vacuum 
Cleaner Company, Detroit, has been 
appointed as- 
'sistant_ sales 
manager to cor- 
relate Eureka’s 
sales programs 
and sales promo- 
tion activities. 
T. J. Shaugh- 
nessy, a whole- 
|sale representa- 
| tive for Eureka, 
has been ap- 
pointed division 
|}manager in the 
Indianapolis ter- 
ritory. 

Eureka re- 
cently acquired the assets of Pro- 
gress Vacuum Corporation, Cleve- 
land, and is moving the equipment 
to the Eureka plant in Detroit. 
Frank Allen, Jr., who has been 
directing Progress sales, has joined 
the Eureka organization. 


O. H. Golberg 


Scripps-Howard Shifts 
Hailey and Taylor 

Scripps-Howard Newspapers has 
appointed H. W. Hailey, for the past 
six years director of business pro- 
motion for the Scripps-Howard 
organization in New York, to the 
new post of advertising director of 
the Rocky Mountain News, Denver. 

Ralph Taylor, who has been with 
the organization for six years, suc- 
ceeds Mr. Hailey in New York. He 
was most recently serving as pro- 
motion manager. 


One 
Bette 


Lone before geography was jigsawed, 
WBBM felt the pulsing demand. The in- 


creas 
impa 
mance 


Ame 


WBBM is a leading news station, nationally. 

As one result we now cafry more news 
commercially than all other Chicago stations 
combined 


than 


But more important. Outstanding news 
coverage has won WBBM increasing listener 


ee ae 


STP 
4 x ad ~? ~~ 


Typical Reason Why Your Dollars Do 


yr And Better On WBBM. 
user on WBBM. For... 


ing demand for more quick, accurate, parable time. 


rtial radio news. Got set. Today, com- 
ling all major press services and one of led the field eight straight years. 
rica’s few short wave listening posts, * * * 


Our listeners want news . 


autos to zippers. They spend better 
Nearly a full hour more news 


any one. 


ever before. 


loyalty. Listener loyalty which has, we be- 


lieve, augmented the results of every adver- 


Today, WBBM is carrying more quarter 
hours commercially than at any recent com- 


That's something for a station that has 


. . and entertainment 
. and a whale of a lot of other things from 


than three 


billion dollars with retailers.* And they spend a 
lot of time listening to us. More, we believe, than 


* SALES MANAGEMENT, 1939 


MIDWESTERN KEY STATION FOR THE % COLUMBIA BROADCASTING SYSTEM 


Represented by RADIO SALES 


New York + Detroit + St. Louis « Charlotte + San Francisco * Los Angcles 


i 


ist District AFA 
Favors National 
Consumer Program 


Springfield, Mass., Oct. 23.- A 
more extensive nation - wide }p »- 
gram of consumer education won he 
favor of the First District of the | d- 
vertising Federation of Americs at 
its convention here this week. 1e 
|\view offered by Helen McCar wy. 
former president of the Provide ce 
Women’s Advertising Club, the it 
is the misinformation handed yt 
by educators which must be c n- 
batted, was the one accepted by he 
group. 

A plan for putting this prog: im 
into effect was outlined by A an 
Taylor, WGY, Schenectady, \ e- 
president of the AFA. He said «at 
the parent organization intende: to 
reach local advertising Cc! ibs 
through the districts and, insteac of 
sending out letters and books + ||- 
ing how other clubs in other <«c- 
tions operated, intended to send ut 
men to help the clubs lay out p! ins 
and get a program started. 

Col. Willard Chevalier, vice- 
president of the McGraw-Hill Pub- 
lishing Company, was the chief 
convention speaker, the keynote of 
his talk being that “Because adver- 
tising is the creator of wants i! is 
also the creator of jobs.” 


Question Bee Held 


A “Question, Please” forum was 
the concluding part of the conven- 
tion with a board of experts 
answering questions. The board 
consisted of Cy Norton, advertising 
manager of the Strathmore Paper 
|Company, West Springfield; James 
Thomas Chirurg, of the Chirurg 
| Advertising Agency, Boston; Rich- 
jard Janney, Boston representative 
of The Saturday Evening Post; 
|\J. Maxim Ryder, advertising de- 
partment of the Springfield News- 
papers; Albert Steiger, general 
manager of the Albert Steiger Com- 
pany, Springfield department store; 
Walter Johnson, sales manager, 
WTIC, Hartford, Conn., and Mrs 
Theresa Wells, of the consumer di- 
vision of the Good Housekeeping 
Institute, New York. 

The referee for the session was 
James Turnbull, advertising man- 
ager of the Monsanto Chemical 
Company, Springfield. 

Russell Stapleton, former chief 
crier of the Providence Town 
Criers, Providence, R. I., and man- 
ager of the Advertisers’ Engraving 
Company, was elected governor of 
the district to succeed Jerome A. 
Young, advertising manager of 
Monarch Life Insurance Company, 
Springfield. 

Other officers are: Oliver Drum- 
mond, Boston representative, Cro- 
well-Collier Publishing Company, 
first lieutenant governor; Bertil L. 
Becker, advertising manager of 
Howard Brothers, Worcester, sec- 
ond lieutenant governor, and Alice 
McCoart, Washburn Wire Com- 
pany, Phillipsdale, R. I., re-elected 
secretary-treasurer. 


Swartley to New Post 


W. C. Swartley, former] 
Stations WOWO-WGL, Fort ‘ 
Ind., has been transferred by West 
inghouse Radio Stations to S‘ ations 
WBZ-WBZA, Boston and S :ring- 
field, Mass. He succeeds Vin ent F 


W ith 
yne 


Callahan. John B. Conley s eeds 
Mr. Swartley as manag ol 
WOWO-WGL. 
—_—_—_ 
— 


A GRADUATE NURSE DOES 14iS— 


An actual sample of your prow 
placed in the hands of a 


prospect, the mother .. . 2 
time when her mind is mos 
sponsive!l Your sales liter 


not only delivered without 
age. but given a reasonable 
antee of thorough reading . 
for complete data. 
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It must have looked easy from Berchtesgarten. 
Everything was so neatly mechanized. So many 
divisions, so much artillery, so many tanks and 
planes and parachutists. A clockwork of men and 
machines that had functioned so smoothly in 
Austria, Czechoslovakia, Poland, Norway, Hol- 
land, Belgium, and France. A mechanization of 
ambition almost mathematical in its precision. 
But something went wrong when it came Eng- 
land's turn. The blitzkrieg bogged down when it 
hit the British public mind. 


HE REAL BATTLE is always one of ideas and 
ideals. The real battlefield is always in the public 
—in the spirit of the people. When the public 
is disorganized, a Maginot Line is just dead steel 
oncrete. But armadas fail when the spirit of the 
e persists unbroken and undismayed. 

Sooner or later, even the most ruthless dictator 
vers that, for all the efficiencies of the flesh, he 
mechanize the mind. That there can be no con- 
ion of the spirit; that morale is highest when it 


gs from understanding. 
~*~ * *& 


Here in America, we have just seen the public 


in action. Seventeen million men stopped what 


W YORK e 


CHICAGO 


DETROIT e 


they were doing to register in this country’s first peace- 
time call to the colors. No fuss or fuming, no “draft 
riots’ —just a quiet, orderly job of man-power book- 
keeping . . . Because the American public mind was 
made up to the rightness and necessity of this action. 
Because the American people had been aroused to an 
understanding of their true situation. 

Every publisher is, in effect, a custodian of the 
public mind, and this company has taken its responsi- 
bility seriously. From their beginning, fifty years ago, 
Macfadden magazines have worked to give Americans 
a better understanding of themselves as individuals— 
and as citizens. 

We are particularly proud of the long and con- 
sistent record of Liberty Magazine in arousing Ameri- 
cans to understand the forces which confront them. 
Liberty was first to publish the unbelievable aims of 
Adolf Hitler, first to publish the prophetic warnings 
of Colonel House and General Mitchell. In hundreds 
of articles, and in fiction, Liberty made America aware. 

Liberty has just produced a sound motion picture 


which dramatizes the part this magazine has played 


in the development of public understand 


Fight for Freedom” is frankly a presentation ¢ 
Liberty, the magazine. It is also a documentary i 
of liberty, the principle; of freedom and what it Ld 
and what it costs. 

Advertisers, also, are custodians of the public 


mind. We think every company concerned with what 


people are thinking, with how they feel about what's 


happening, will want to see “The Fight for Freedom.” 


MACFADDEN PUBLICATIONS 


BOSTON -e 


SAN 


FRANCISCO *¢ TORONTO 
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and J. CORTADA, Associate Editors 


ness Records. 

First issued in 1937, this pam; 
let is out in a revised edition, pi 
| lished by The Business Histori 
|Society, Boston. It tells why bi 
ness records should be preser\y 
|; what material should be selected 
|preservation, how records sho 
| be preserved and when preser\ - 
tion should be undertaken. 1 
pamphlet also discusses the c 
rent practices of such concerns 
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cency and good morals” was the a large part of her posterior is cer- | The survey covered 335 dailies, the |throughout the country. Business b net pe ncenagel outlines, rs a 
: recent Raleigh window display tainly not in a graceful or attractive only papers eliminated being those Jeaders were asked, “What new ni ona will gefcony oa 
f . which presented a young woman in pose, and her beauty is therefore | in Chicago, Des Moines, Milwaukee, product, process, or material might January. The issue will he ec- 
me t- sailor garb, sitting in a position | changed to ugliness which repels Detroit, Kansas City, St. Louis, |industrial research develop that tionalized under 12 main sub cts, 
which was ungraceful, if not in rather than attracts. Minneapolis, St. Paul and Omaha. would be valuable to your indus- the ‘ioe says por will record 

actual bad taste. Many advertisers use beautiful try?” The resulting answers have vite 


Mr. Flynn on Newspapers 


Edward J. Flynn, chairman of the 
Democratic national committee, ac- 
cuses newspapers of adopting edi- 
torial policies in line with the 
demands of their advertisers. Fi- 
nancial dictatorship of newspaper 


opinion is thus stated by Mr. Flynn | 


as a fact. and frankly criticized groups whose | of coffee. In this case it’s Admira- | >Ution of a well gotten up booklet |No. 1729. The Modern Sales Ma 
His statement, incidentally given activities ran counter to it, regard-|tion coffee. Copy in the Amarillo a orgs Peg oe it's) ager’s Job. 
wide publicity in the newspapers |less of whether they were in the really two booklets in one; the first 


which he accuses, followed by only 
a short time the back-handed slap 
dealt the press by President Roose- 
velt in his comments on Newspaper 
Week. At that time he remarked 
that a free press in America was in 


een a tools, field research, sales analysis 
much less danger from outside |fully as to that of the majority. | hand over the consumer leaflet to @l/and other aspects of the selling 
pressure than from “corruption |Only by so doing can it serve as a woman’s club or other educational | problem. 
within.” forum for the discussion of public group. A coupon in the back of , 

It is too bad that political expedi- | questions, and enable solutions each, when filled out, will place the |No. 1682. Cosmopolitan’s Call to 
ency should suggest an attack on|which are to the interest of all to | signer among Mr. Sturdy’s future | 


the integrity of the press, and that 
the confidence of the public should 
be undermined by assaults which 
the present administration should 


be the last to undertake. Its poli-|is merely inviting competition ine. It reads: turer of men’s headwear with a re- |\O" 4 pivot between the covers shows 
cies and plans have always been | which is sure to arrive. | ‘And his frowns tur ned to | tail shop in Philadelphia. Newspa- the difference color makes in prod- 
presented in the press with the Advertisers respect the independ- | Kisses. Fantastic? Not at all! Ad- per copy of this company currently — —— poe a ae 
greatest detail and in most cases | ence of newspapers of all shades of miration is easy to have . . . when | being released features a football | © Teverse side contains Cosmopon- 


with sympathy for the ultimate ob- 


i eae niet ; : ae ee ae rt |of yours when you're wise | the “Wingback” model. A schedule ; 

peeves, but ™ sugrenien o edi- Few publishers are asked to change | enough to let delicious Admiration | of leading football games is printed No. 1693. Service Department 
torial opinion adverse to these poli- | their editorial opinions because Of | coffee guard the intimacy of your | jn gold leaf inside the hat band. Scrapbook. 

cies is resented, apparently on the | advertising considerations—and the | breakfast time together! Frowns— This should be a handy way to In this illustrated booklet, the 
ground that the only true gospel is|newspaper which was willing to jor kisses... the choice is yours. settle an argument. 7 : boys from Syracuse show how 


being preached by the present oc- 
cupant of the White House. 


would ultimately lose both. Ameri- | be known as a poor coffee maker | Special for Inventors chandising job for the advertisers 

James S. Knight, publisher of the |can newspapers are the most inde- |: « ; 40n't expect just any coffee to) At an inventors’ show not so long Who use WSYR facilities in accom- 
Akron Beacon-Journal, the Detroit | pendent in the world—and their satisfy any more than you would ago we saw an array of gadgets that plishing their marketing objectives. 
Free Press and the Miami Herald,| independence is the safeguard of expect just any size shoe to fit.|ranged all the way from mosquito Window displays, dealer helps, pub- 


who spoke at the ABC convention 


in Chicago, answered Mr. Flynn’s | with a taste for dictatorship attempt | tion coffee! It’s foolproof.” feowd clan Aig pe ge ee Se en 
charges out of his own experience |to control public opinion. generally seit tn the apparent No. 1710. Industrial Genius in Ac- 
Little Program Dope iaak dak fees eueahe wale tt ry . 
people really want tion. 
Add things we never knew till | mosquito netting for silk stockings Kimberly-Clark Corporation has 
Bad Taste Is Ugly eat te Pgh my <r a or beds that fold up into chests. issued this institutional brochure 
projected radio fan magazine, by} To all inventors s ts , ; 
The Bookwriters League of. bilities of the beholder. Brandt Advertising Company, Chi- es Se COs Serene aan is not only the story of 


America, Los Angeles, recently 
issued some uncomplimentary opin- 
ions on certain types of display ma- 
terial and other advertising which 
it regards as not in good taste. One 
of the pieces which was condemned 
as “not conducive to modesty, de- 


While advertisers realize that 
public standards are changing, and 


by pointing out that building a real 
community newspaper in Akron, for 


example, meant following policies | 


which in some cases were un- 
popular with both industrial and 
labor groups. Yet the publication 
kept in mind the public welfare, 


ranks of employers or employes. 
As Mr. Knight so ably pointed 
out, a successful newspaper must 
represent its community fairly and 
impartially, giving expression to the 


viewpoint of the minority as care- | 


be worked out. And as a business 
enterprise, he suggested, a news- 
paper which is serving a special in- 
terest rather than the public good 


political, social and economic views. 


sacrifice its independence for linage 


the country when political leaders 


Getting back to the Raleigh dis- 
play, which was reproduced in the 
October 21 of ADVERTISING 
AGE, it can be stated without quali- 
fication that it is offensive chiefly 
because it is ugly. The girl whose 
knees are drawn up so as to show 


issue 


models in their displays and other 
advertisements, but care in posture 


Ad-libbing 


His Frowns Turmed to Kisses 


Among the many magic formulae | 


/for marital tranquility a new prod- 
juct was brought 


to our attention 
It seems now that in 


this week. 


‘addition to using the proper kind of 


toothpaste, soap, face powder, gar- | 
ment fasteners and deodorant, it 
is also necessary for the happiness- 
seeking wife to serve the right kind 


SHE TRADED FROWNS FOR hISSES / 


Excite... and Hold His Admiretion—AVOM) Hectic 
Breakfast Scenes—Berve Admiration Colfer! 


Globe deals quite frankly with a 


problem which apparently troubles | 


more women than one would imag- 


|you’re careful to satisfy that man 


“So don't you risk it—ever. Don’t 


Avoid dissatisfaction ... avoid hec- 
tic breakfast scenes—serve Admira- 


cago, indicated that 60 per cent of 
the non-metropolitan dailies in the 
Middle West carry no radio pro- 
gram listings whatever. More than 
71 per cent carry no network list- 
ings, and less than 16 per cent carry 
what the surveyor called “reason- 
ably adequate program listings.” 


Strictly Confidential 
The Tavern Weekly News, which 
keeps us informed of what's hap- 


) alarmed. 


It’s the Tavern Weekly 
News, not the Police Gazette. 


Two-in-One Promotion 

The American Can Company has 
a Dale Carnegie of its own, a Mr. 
|Carlton F. Sturdy whose lectures 
win friends and influence sales of 
canned goods. Current promotion 
of this service involves the distri- 


telling grocers and wholesalers how 
Mr. Sturdy’s talks will increase their 
sales, and the second, directed at 
consumers, telling how the lectures 
will be of value to them. Both 
booklets are sent to canners and 
grocers with the request that they 


audiences. 


Seasonal Copy Note 
“In your hat” is more than a 
phrase to Stylepark Hats, manufac- 


motif and explains a new feature of 


netting for silk stockings to a bed 


and to all who are promotionally 
minded we recommend “Industry’s 
Challenge to Research,” a condensed 
report of industrial desires for new 
products and new techniques. 
Publisher of the report is the Re- 
search Advisory Service, an organi- 
zation maintained voluntary 
aid to industry by a group of banks 


as a 


been condensed by Bert H. White, 
director of the service, in what is 


| 


'duties of the sales manager and the 
|scope of the modern type of sales 


an advertising agency, a bank, a: 4 
several types of manufacturers. 


No. 1728. Population Map. 


The Pittsburgh Press has issu 4 
this map, which shows 1940 popu- 
lations and the changes since 19:')) 
for all Pennsylvania counties. t 
also provides population figures f 
cities of 10,000 or more in Pennsy'- 
vania, Eastern Ohio and Northern 
West Virginia. 


Burton Bigelow Organization has 
issued this study of the problem 
of selling and sales management 
It outlines the qualifications and 


f 


training, and offers ideas on sales 


the Colors. 


The power of color is put across 
in an interesting way by Cosmopoli- 
tan in its new color wheel for the 
gadget-minded. A wheel that turns 


tan’s “colorate” chart. 


Radio Station WSYR does a mer- 


licity, program advertising and 


paper-making, but also a record 
progress since the company’s fou! 
ing in 1872. The effect of thi 

dustry on the lives and jobs of | 
dividuals and on other industries 1s 
brought out. 


No. 1712. Once in a Hundred Y« ars. 


a century of progress in agricu ure 
Production plans, circulation | 
closing date and other detai! 


that the question of what consti- and arrangement is needed if the pening in the retail liquor field, last genie 9 a ee given. 
tutes good taste may be decided resultant illustration is to have the | week carried a box on its front) ytive.” ” det 
with today’s greater tolerance for universal appeal that beauty always | page, remarking on the “news of an No. 1719. Grocer and  Dri9's 
free expression in mind, they may commands The Raleigh display intimate and revealing nature” Jottings... Route List. : 
at least be guided by the fact that demonstrates clearly that beauty | often found in its columns. Because The National Fire Group has | The Cedar Rapids Gazett: iS 
2 anything which is ugly rather than | can be distorted in an ugly and dis- of this “intimate” news, the pub- whipped up another outstanding | issued this wholesale and reta pa 
; beautiful should be ruled out on pleasing manner. The poster could lication said, “we urge all our read- presentation, titled, “How to Beat oor and druggist route list for “ 
that ground alone. Few beautiful|have been more beautiful and |¢t™ * exercise discretion and not the sreen Bay Packers in One Easy Rapids and the trading gw 
: ; ' ie otal , permit this paper to fall into the | Lesson. We read it and learned, | booklet also contains a list « er 
things can be said to be in bad | therefore + etective as adver- hands of curious customers.” but somehow, before we finished, permit holders in the same Z 
taste, while most portrayals which | tising, and if it had been, no ques-| Next time you go into your favor- we found we had veered off into tory, a map of the area, and if 
are definitely over the line offend tion of good taste would have been jte bar and see the bartender hastily insurance. National Fire, it seems, the city which includes a et 
esthetic as well as moral sensi- raised slip something away, don’t be knows the line’s weak side. index. 
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ADVERTISING AGE 


PICK THE AA4ZKV “MEDIUM 


Speed, size, economy and performance ... these are 
the four essentials of the modern advertising medium. 
These are the characteristics which make Farm 
Journal unique among rural magazines. 


Farm Journal is FAST—and timely . . . 4-day 
writer-to-reader service makes it the world’s 
fastest printed mass-magazine. 


Farm Journal is BIG... America’s largest rural 
magazine with over 2,500,000 circulation. 


Farm Journal is ECONOMICAL .. . less than 
$1.96 per page per thousand families. 


Farm Journal is RESULTFUL .. . “tops” with 
advertisers who check direct response. 


Pick the modern medium for your 1941 advertising. 


FAR 
JOURNAL 


GRAHAM PATTERSON, Publisher + WASHINGTON SQUARE, PHILADELPHIA 
NEW YORK + CHICAGO + LOS ANGELES + DETROIT + SEATTLE + SAN FRANCISCO 


Over 2,500,000 Net Paid 
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Heinz Announces 
Gift Packages 
for Christmas 


Pittsburgh, Oct. 23.—The H. J. 
Heinz Company has announced four 
new gift packages of unique design 
which will be conspicuous’ in 
Christmas displays thi 
son. 


coming s@ea- 


One of the four is a baby gift | 


assortment, including a dozen tins 
of strained baby food 
server or combination warmer, 
server and refrigerator jar, and a 
60-page booklet entitled, “To Make 
Life Easier for Mothers,” which 
solves the problem of what to give 
to a young child and also serves as 
a present to the mother. 


foods, ;% 


Another is a special Christmas | 


package in the form of a stream- 


lined picnic hamper which is filled | 


with holiday goodies, such as mince 
meat, puddings and ripe Olives. 

The Heinz magazine rack, with a 
brown morocco leatherette cover 
in a rich neutral color that harmon- 
izes with the furnishings of any 
room, also has been _ introduced, 
and the fourth package is the 
popular Treasure Chest, an orna- 
mental metal container filled with 
foods that make a suitable gift at 
any time. 


| Heinz also has placed on the mar- 


| . 

| ket a new glass jar package for its 
prepared mustard, either brown or 
yellow. 


| Leg Art Takes 
Lead in Copy, 
Photogs Say 


(Picture on Page 43) 

New York, Oct. 23.—A _ substan- 

tial growth in the use of “leg art” 
in advertising during the first eight 
months of 1940 was reported today 
by the Free-Lance Photographers 
Guild. Known in the trade as 
‘cheesecake,” this appeal now out- 
sells baby pictures, which a_ pre- 
vious Guild survey listed as the 
| best selling art. 
Travel pictures have also de- 
|clined, according to Arthur Brack- 
man, director of the Guild. Avia- 
tion, military, industrial and 
preparedness illustrations have 
moved steadily upward, he added, 
attributing the general trend to war 
psychology and escapism. 

The biggest decline noted during 
the survey was for masculine facial 
expression pictures, especially those 
with a “prison wall” or plain back- 
ground. This type of art, formerly 
very popular, has dropped 12 per 
cent in usage during the past year. 


Animal pictures have fallen off 
eight per cent, while “folksy” shots 
continue unchanged. 


Name Program Committee 
for AGMA Convention 


William F. Mohan, Scott Paper 
Company, Chester, Pa., has been 
appointed chairman of the program 
committee for the annual conven- 
tion of the Associated Grocery 
Manufacturers of America at the 
Waldorf-Astoria Hotel, Nov. 25-27. 

Other members of the committee 
are John Curlett, McCormick & Co., 
Baltimore; William A. Dolan, Wil- 
bert Products Company, New York; 
William H. Duff II, P. Duff & Sons, 
Pittsburgh; L. J. Gumpert, B. T. 
Babbitt, Inc., New York; Austin 
Igleheart, General Foods Corpora- 


tion, New York; Hart Johnston, 
Wander Company, Chicago; Han- 
ford Main, Loose- Wiles Biscuit 


Company, Long Island City; Henry 
Mueller, C. F. Mueller Company, 
Jersey City; B. C. Ohlandt, Groc- 
ery Store Products Sales, New 
York; Arthur Ramsdell, Borden 
Company, New York, and Traver 
Smith, Standard Brands, Inc., New 
York. 


Mehr to “Purchasing” 


Joseph Mehr, formerly with Mod- 
ern Brewery Age, has joined Con- 
over-Mast Corporation, New York, 
to represent Purchasing in the East- 
ern territory. 
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Business Has 
the GREEN LIGHT 


in Detroit 


® Not in Ten Years Have Conditions 
for Profitable Selling Been More 


= \ ( 


Favorable In This Great Market! 


————_ 


ONE EXTRA COLOR SERVES THREE USES 


Blondes! crsic: 


these 3 deciding questions 


a 
P , be a ‘ 8 Hatt pewdew, tow om 
“4 ” 
Jal toe 
holt 16 A ere seeemy stemabe 
Shall Db dewy 
+ mene 
ddink 
chon ve 
ome hin 
toe ve she 
Pande Hove Cream 
' Hee 
~ 
“= 
3 
A detects piak «baste ‘ 


The type of two-color copy for Pond's which is currently appearing. 


Saundites © _ask 


yourselves only 3 questions 


Shade 


approximating the three tints in the line are achieved with one extra color by 
means of a process which the agency refuses to explain. 


Second Color for 
Pond’s Shows 3 


Powder Shades 


New York, Oct. 24.— The quest 
for a more satisfactory method of 
demonstrating in print slight grada- 
tions in tone in Pond’s face powders 
has led J. Walter Thompson Com- 
pany to adopt a new method of 
copy preparation, currently being 
featured in national magazines. 

The new technique, details of 
which are carefully guarded by the 
agency, permits the application of 
a second color in such a manner 
that the three slight tone variations 
of the powder can be dramatized. 
Despite this improved treatment, 
the delicacy of the problem is em- 
phasized by the notation now car- 
ried in Pond’s ads to the effect that 
“flat paper and printer’s ink cannot 
match the beauty of our shades.” 

Recent copy for the product, ap- 
pearing in Macfadden Women’s 
Group, Modern Magazines, This 
Week and True Story, featured in 
successive months, three shades of 
powder for blondes and_ three 
shades for brunettes. 

Pond's began the use of a second 
color in its powder ads about two 
years ago when a general rose tint 
was placed on a woman’s face to 
suggest rose shades in the powder. 
Last summer this practice was alt- 
ered to show a specific shade of a 


;rose colored powder in a box. 


The current effort represents the 


| latest step forward in the merchan- 


Detroit is enjoying one of its best fall seasons. There are many 
contributing factors. Thousands of new 1941 automobiles are rolling 
off production lines daily; a defense program totaling nearly ONE 
HUNDRED MILLION dollars is getting under way; residential and 
factory construction is booming; thousands of NEW JOBS are being 
created and payrolls are headed toward NEW HIGHS. 


Yes, business has “the green light” in Detroit this fall . . 


AND 


ADVERTISERS HAVE A UNIQUE OPPORTUNITY. Not only 
are selling conditions in this exceptional market more favorable than 
at any time in ten years, but also few, if any, great markets are so 


economical to cover! 


Here, one newspaper, THE NEWS, will take 


your sales message into 63'2% of all the newspaper-reading homes 
of the city, and News coverage is densest where buying power is 
highest! 80.5% of the great city and trading area weekday circula- 
tion of The News is HOME DELIVERED by exclusive Detroit 


News carriers. 


New York: 1. 


Total Net Paid Circulation 
for 6 Months Period Ending Sept. 30, 1940 


Weekdays, 340,022; Sundays, 404,142 


The Detroit News 


THE HOME NEWSPAPER 
A. KLEIN, Inc. 


Chicago: J. E. LUTZ 


'dising of cosmetic color. 


“Look” Moving All 
Editors to New York 


Look, which has signed a lease 
for new office space at 511 Fifth 
avenue, New York, will consolidate 
the Eastern office by moving the 
editorial department to New York, 
Harlan Logan, general manager, has 
announced The magazine's edi- 
torial department previously had 
been split between New York and 
Des Moines. All of the advertising 
staff has been located in New York 

The subscription circulation de- 
partment will remain permanently 
in Des Moines Members of the 
editorial staff and others moving to 
New York include Vernon Pope, 
A. H. Burtis, Charles Burns, Walter 
Walker, Herbert Lenz, L. G. Pat- 
terson, and Marvin Whatmore 


Elect Darling President 


Merrill Darling of Kidder, Pea- 
body and Company, Boston, has 
been elected president of the Finan- 
cial Advertisers Association of New 
England Other officers include 
Thomas H. Bott Jr.. Beverly Sav- 
ings Bank, and August Hirschbaum. 
Albert Frank-Guenther Law, Inc. 


Widens FM Campaign 
Freed Radio Corporation, Ne 
York, has initiated a dealer coop- 
erative advertising plan, supple- 
menting the Freed-Eisemann 
national frequency modulation cam- 
paign in the 11 centers in which 
there is FM broadcasting at present 


Ortgies to “Cue” 

John A. Ortgies, formerly with 
The Atlantic, has joined the adver- 
tising staff of Cue where he will 


|handle New York and New England 


accounts. 


BOOKS FOR MEN 
IN MARKETING 
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= In the past / years 


the Honorable Alonzo Van Stuff has delivered his famous 


$4.00 


tives 


...in the same 7 years 
a The American Home Magazine 
audience has grown to 


sing 
2,000,000 wide-awake families 
Back in 1933, the first six times he delivered it, 
3.50 Mr. Van Stuff’s address was terrific! 


He showed that national income was only 
about 42 billion dollars... Total retail sales had 
‘hrunk to about 25 billion... Electric-appliance 
‘ales Jess than a billion—and so on! 

But, as the years rolled by, these regrettable 
igures lost their sting. By 1939, national income 


lad increased 63% 
0°, 


... Total retail sales over 
-..+ American families were building eight 


times as many new homes. Dissatisfaction with 
the old ways of living . . 
automobiles . . . helped create a “tremendous 
migration” to the suburbs. Mr. Van Stuff is 
losing his audiences because his famous talk has 
become “old stuff! 


. 9 million more family 


In this same period, a million, seven hundred 
thousand wide-awake families wanted to get 
more out of life in the present... And they 
found what they wanted in a new magazine of 
complete homemaking— The American Home. 
They lifted its circulation from 300,000 to 
2,000,000 between “33 and °39. Alert advertisers, 
sensing that something big was coming over 
the horizon, increased The American Home's 
revenue 10 times over in those same years . 

a gain of over 1L000%! 


“Depression Address” before constantly smaller audiences 


Businessmen who want to know what has been 
going on behind the scenes of American business 
and home life since ’33—will find it in the free 
booklet, ‘‘The Past 7 Years.’’ Please write The 
American Home, 444 Madison Ave., N.Y.C. 


FIRS | among'*home-service" and" women’s” 
magazines in CIRCULATION and in 
ADVERTISING GAINS since 1933 
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Ky. Distillers 
Plan Drive for 
Bourbon Whisky 


Louisville, Oct. 23.— Kentucky 
bourbon as a nectar apart from all 
other whiskies will be the theme 
of an advertising campaign if the 


been 
to 


organization which has just 
incorporated, finds it possible 
realize its promotional ambitions. 

The association believes the pub- 
lic needs more information on what 
bourbon really well as an 
understanding of such terms as 
“sour mash,” “old-style sour mash,” 
“old-fashioned Kentucky sour mash 
bourbon,” etc., as applied to bour- 
bon whisky. 

Whisky consumers in the old days 
knew the difference between “sour 
mash” and “sweet mash,” say the 
distillers, but today the uninformed 
are as like as not to assume that 
“sour mash” means a sour whisky 
and “sweet mash” a sweet whisky. 
And the word “body,” which has 
been such a dominant selling term 
in Kentucky whisky advertising 
7 since repeal, also is going to be de- 
fined in the belief that it, too, is one 
of those expressions understood by 
too few. 


IS as 


Wrigley Adds 
N. Y. Subways to 
Car Card Empire 


Kentucky Distillers Association, an | 


Collier as the dominant factor in 
the transit advertising field was 
further accentuated here last week 
when New York Subways Adver- 
tising Company, a Wrigley-backed 
firm, acquired control over all space 
available for sale in the IRT and 
BMT subway systems following 
petitions of bankruptcy filed by two 
more Barron Collier companies. 
Since New York Subways Ad- 
vertising Company already held 
selling rights in the Independent 
subway system, its new contract rep- 
resents a clean sweep of all major 
transportation arteries, including 
subways, street car lines, major bus 
routes and stations. Contracts held 
by the two Collier companies—Col- 
lier Advertising Service and Collier 
Service Corporation —were can- 
celled by the Board of Transporta- 
tion as soon as the bankruptcy 
proceedings were disclosed, in ac- 
|cordance with the terms of the 


New York, Oct. 22.—That the | 
name Wrigley is destined to replace | 


| 
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A quick picture of newspaper advertising for September of this year and last, and 
the first nine months of both years, as presented by Media Records, Inc. 


agreements. Both corporations were 
in arrears on payments due the city, 
the indebtedness being estimated at 
$1,250,000. 

The broad extension of Wrigley 
activity in the transit medium aug- 
ments the initial plunge taken by 


National Transitads, Inc., which 
was formed last summer to acquire 
the assets of six bankrupt Barron 
Collier companies. The price paid 
at that time was $70,000. New 
York Subways Advertising Com- 
pany’s new contracts, which expire 
Dec. 31, 1944, call for payment to 


REPRESENTATIVES: Chas. H. Eddy Co 


a.) 


a pate Tey 


. Inc. e New York e Chicago e B 


OW going on — the tenth inning of the 1940 World 
Series of Business. You vs. your perennial opponent, 
the Year Before. Here's a flash from the press-box in Providence, 
where advertisers are staging sales rallies: the highest August 
payrolls in 11 years and a gain of 16°% in department store 


sales are the first of a flock of home-runs off National Defense 


Program pitching. 


Eaghody wads Ge SRIVDENGE JOURWAL-BULLETIN 
Gn New Ecgland Seoond Largest Wark! 


oston e Atlanta « R. J. Bidwell Co. « San Francisco « Los Angeles 


the city of 60 per cent of gross 
revenues, with a minimum monthly 
guarantee of $118,400, starting Jan. 
1, 1941. In addition to space selling 
rights, the company also acquires 
vending privileges covering news- 
stand, slot machine, bootblack and 
flower concessions on all lines with 
the exception of the Independent 
subway system. The concessions 
‘wi be sublet to Union News Com- 
pany. For these contracts the city 
| will receive 7% per cent of the 
| gross revenue on newsstand sales, 
| 30 per cent from gum machines, 40 
|per cent from weighing machines 
,and varying percentages on other 
| revenues. The monthly guarantee 
|is set at $48,667, starting Jan. 1, 
1941. 

Before the Board of Transporta- 
tion awarded the new contracts, 
|'New York Subways Advertising 
Company increased its capital from 
$350,000 to $500,000. It is under- 
stood that Frank Ellis, Wrigley 
vice-president who was placed in 
|charge of National Transitads, Inc., 
will direct the activities of the ex- 
panded company. The Barron Col- 
lier estate was reported as holding 
a 10 per cent stock interest in the 
New York company, but it will 
| have no voice in management. 


Install Honorary Ad 
Fraternity at N. U. 


A chapter of Alpha Delta Sigma, 
| national honorary advertising fra- 
ternity, was installed at the Chi- 
cago campus of Northwestern Uni- 
| versity Oct. 22. Dr. Walter Dill 
Scott, president emeritus of North- 
_western, after whom the chapter 
is named, was the principal speaker. 

Other speakers included: Lloyd 
D. Herrold, professor of advertising 
|at Northwestern; Charles Young- 
green, past national president of the 
| fraternity and executive vice-presi- 
|dent of Reincke-Ellis-Younggreen 


|and Finn, Chicago; Kenneth Dyke, 
| sales promotion director of the Na- 
tional Broadcasting Company; and 
E. K. Johnston, national president | 
of the fraternity. 


Award to W. J. Rother 


|W. J. Rother, of Modern Appli- 
ances, Winona, Minn., won the first 
| prize of $500 in Electrical Dealer’s | 
$1,200 contest for the best solution 
of individual store modernizing | 
problems. Second prize of $400} 
went to H. J. Fullerton, of the Elec- 
tric Service Company, Muskogee, 
Okla., and third prize of $300 to J. 
V. Gettles, of Hilgendorf Appli- 
ances, Milwaukee. 

Rules of the contest oblige prize 
| winners to use their awards to 
|earry out the plans outlined in 
| their entries. 


— Ray-Hirsch 

| J. Freezer & Son, Inc., New York, 
has named Ray-Hirsch Company, 
New York, to handle promotion of 
its Broadloom and Traymor shirts 


“Electrical Dealer” | 


'for men. 


——. 


LaRoche-Patrick 
Copy for Willkie 
Exceeds Hopes 


New York, Oct. 24.—‘Resp: 
beyond anything anticipated” 
reported here this week by Cheste 
J. LaRoche, president of Youn 
Rubicam, from the advertisen 
which he and Ted Patrick placed 
behalf of Wendell Willkie 
month in the Fairfield, Conn., N 
and later in the New York Tie 
asking “What Has Happened to 
Miracle of Philadelphia?” 

The copy aroused so much 
terest that 50,000 proofs have | 
requested and_ supplied. L 
groups have placed the messag 
these publications: Charlotte N:« vs. 
Democrat, Fort Madison, Ia.; G 
line Retailer; Lexington Lea e 
Minneapolis Star-Journal; Mi) 


e- 
apolis Tribune; Pathfinder nd 
Rochester Democrat & Chronic! 

The 8,000 newspapers on the 
Western Newspaper Union list } ive 
been provided with proofs, and \s- 
sociated Willkie Clubs and other na- 
tional political organizations hive 
participated in quantity distri »u- 
tion. The Republican National Com- 
mittee sent a copy to each s‘ate 
and regional office, and the cop” is 
credited with patching up difler- 
ences between Willkie clubs nd 
regular Republican groups in sey- 
eral instances. 

The advertisement, which was re- 
produced in these pages Sept. 30, 
contained a coupon which drew 800 
inquiries. Although no funds were 
requested, $240 was contributed by 
people wishing to show their appre- 
ciation. The most recent result was 
a message direct from the candidate 


himself, thanking the sponsors and 
giving them carte blanche in aiding 
the cause. 


Advertising Awards 


Jury Is Announced 


Mark O’Dea, O’Dea, Sheldon & 
Canaday, New York, head of the 
administrative board of the Annual 
Advertising Awards, has appointed 
members of the jury for this year’s 
selections as follows: Henry Eck- 
hardt, Kenyon & Eckhardt, chair- 
man; John R. Caples, Batten, 
Barton, Durstine & Osborn; C. C 
Carr, Aluminum Company of Amer- 
ica; L. M. Clark, L. M. Clark, Inc.; 
Sherman K. Ellis, Sherman K. Ellis 
& Co.; Earle J. Freeman, Kellogg 
Company; A. J. Gallagher, Curtis 
Publishing Company; Norman W. 
Geare, Geare-Marston, Inc.; Mary 
Lewis, fashion consultant. 

Also C. E. McKittrick, Chicago 
Tribune; Roy W. Peet, Colgate- 
Palmolive-Peet Company; Joseph 
B. Platt, industrial designer; M. F 
Redfern, Air Transport Association 
of America; Silas Spitzer, Weber & 
Heilbroner; Leonard Tingle, Pro- 
gressive Grocer; and W. J. Weir, J 
M. Mathes, Inc. 


McC-E Names Tannehill 


Robert Tannehill, who has been 
in charge of premiums for th 
agency, has been appointed time 
buyer of McCann-Erickson, New 
York, succeeding Francis Conrad, 
resigned. 
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Vodécated ho Defense. . 


: More than sixty-five thousand men are working in Southern California’s five airplane 
ri plants. Work is speeding ahead on six new destroyers in Southern California ship- 
a yards. A new $19,000,000 naval air base will soon be started at Los Angeles har- 
ooh bor. The furnaces of eight Southern California steel mills are blazing day and night. 
tion 


Long famed for tourists, oranges and motion pictures, today Southern California 
M stands in the front rank of the country’s industrial centers, and every needed mill 


f and factory among its more than 4,400 manufacturing plants has dedicated itself 
to the job of making America impregnable. 


The Los Angeles Times is proud to represent a community so young in years that 
has been entrusted with a task so great, and prouder still that this task is being 
carried out in a true spirit of service and with all the energy and enterprise char- 
acteristic of Southern California. 


LOS ANGELES TIMES 


Represented by Williams. Lawrence and Cresmer 


New York, Chicago, Detroit and San Francisco 
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October 28, 1940 


Voice of the Advertiser 


This department is a reader’s forum. 


On Master Minding 


To the Editor: That caption “An- 
other Example of Great Minds 
Running which you put on 


H. A. Salzman’s letter in your Oct. 
7 issue was most apt. That is—in 
reverse of what you evidently in- 


tended. In our humble opinion, 
Public Relations Counsel Salzman 
did some great “master minding 
and running around” before he 


brought forth that particular bril- 
liant dodge to get across mention 
in your columns that he _ press 
agents Ronson Lighters. 

Frankly, we do not see how you 
and Mr. Salzman can state that 
both the Croton and Gruen adver- 
tisements have the “same _ copy 
idea.”” Take another look at them 
and you will see that the ads have ae 2S 
nothing in common, save the word : y a ts 
“matches.” Both advertisements | CROTON WA eCHES 
have entirely different illustrations, 
copy approaches, and contents. In- 
cidentally, though both ads ap- 
peared in the same issue of Jewel- 
ers’ Circular-Keystone, they were 


Watch out you don't get burnt! 


The Most Universally Accepted Notionally 
Reteiling from *9.95 to *24.99 


Letters are welcome. 


SEES LITTLE IN COMMON IN ADS 


ae 


Illustration accompanying letter in Oct. 7 issue which stirs ‘master mind" 
controversy. 


planned economy where nobody 


national jack pot, providing there 
is a jack pot, and providing every- 
body has been obedient enough to 
|their masters to secure orange or 
blue or whatever color ration tick- 
ets they get handed out. 

No, Mr. Rosenberg must have just 
one other reason for support of the 
New Deal than that his business is 
good—and for such reason as he 
|may have there are a score to re- 
fute it. 

Best of luck to all of you who 
still feel the New Deal is New—and 
fond hopes you will see the light 
Willkie is holding up to America 
before that light goes out. 

Total darkness is just awfully 
dark. Let us not have a permanent 
black-out of American Liberty— 
let’s not put humanity through the 
torture again in a future generation 
|after it again sees the folly of hav- 
|ing sold its freedoms in 1940 for a 
| little “good business’—a little “uni- 
form division of national income.” 

H. CHARLES SIECK, 

President, H. Charles Sieck, 

Inc., Ltd., Los Angeles. 


‘Bank Advertises 
‘to Female Audience 


You neod / 
MATE HES 


to set the World 


a 


bgt 


ra ER (RI 
os “ 


pages apart. From your layout of As for his ideas about distribu- 
this co-called “coincidence,” One |\tion, under the New Deal, or di- 
might gather that these watch ads | vision of national income helping 
appeared opposite to each other, |the economy of the country and the 
and therefore were eligible for your | advertising business—that can be 
usual amusing instances of ads|chot so full of holes—it just isn’t 
with same idea or illustration run- | eyen funny. Of course, Mr. Rosen- 
ning side by side. berg should know that the New 
This particular Gruen advertise- | Deal is driving his masses into a 
ment, prepared by us, happens to | qeath trap of lost freedom, lost in- 
be No. 9 in a series of trade adver-| jtiative and lost private enterprise 
tisements which have been appear- | by offering them messes of pottage 
ing monthly in jewelers’ publica-| jn the way of a few dollars more 
tions regularly since last January, | here and there out of an alarmingly 
and was in no way inspired either | diminishing national income. 
by the Croton advertising or any| And please, Mr. Rosenberg, don’t 
“cues” from Ronson advertisements |foor me by citing the present na- 
appearing in the same media. tional income with that of 1932 
Our client, the Gruen Watch |for feeble as that rise is, from the 
Company, at whose expense Public | depths of the worst economic crisis 
Relations Counsel Salzman shoots |jn recorded history —it’s a laugh 
his long publicity bow inquires of | when you lay alongside of those fig- 


| Olsons, 


one hand to help another group of| To the Editor: In your issue of 
citizens on the other—without| Sept. 30, under “Rough Proofs’ on 
building up a creature of govern- | Page 1, I notice a little squib about 


‘ment in Washington that will some-| financial advertisers now advertis- 


day get into dangerous hands to the |ing to women which is opening a 
everlasting regret of Mr. Rosenberg | Virgin field. 
and everybody else in these| You might be interested to know 


United States—let alone posterity— | that our bank, for years, has di- | 


although by that time the people | rected a fair percentage of our ad- 
of these United States will all be | vertising to women, as will be noted 
of the “proletariate” —and instead | from a few of the newspaper dis- 
of big Fat Bad Big Business—try- | Plays and folders enclosed. 
ing to make more jobs, spread the | 7 R. M. MEISEL, 
comforts and necessities of life to | Advertising Manager, Industrial 
more and more people through mass | Morris Plan Bank, Detroit, 
production and lower prices — ae Mich. ; 
Rosenbergs, the O’Flahertys, the | [Editor’s Note: | 
the Swensens. the Smiths | advertising material, Mr. Meisel— 
and the Jones will be saluting the|and attractive material it is, too. 
bureaucrats and commissars who, if | But, while your bank and others 


they feel like it, may or may not | have advertised to women for many | 


let the ladies use cosmetics, may | years, the item which inspired Copy 


us whether or not you really edit 
material submitted to you for pub- 
lication. Do you? 

Joun McCartuy, 
Vice-President, McCann-Erick- 
son, Inc., New York. 

[Editor’s Note: In answer to your 
last paragraph, Mr. McCarthy, the 
answer is no, as far as the Voice 
of the Advertiser is concerned. We 
select material for this department, 
but we don’t edit it—at least, not 
in the sense you imply. Having set 
aside a page for the expression of 
readers’ opinions, we prefer to let 
them express those opinions with- 
out benefit of “editing.’’] 


Coast Agency Man 
Answers New Deal Plea 


To the Editor: Though a long- 
time subscriber to ADVERTISING AGE 
—I’'ve never until now sought a 


stick of space in “The Voice of the | 


Advertiser.” 

However busy though I may be 
to help elect a real executive to 
head up this complex National Gov- 


ernment of ours—I could not re- 
frain to reply through your col- 
umns to Arthur Rosenberg, who 


writes so enthusiastically in support 
of his candidate in your Oct. 14 
edition. 


lures, the population increase, in- 
creases experienced in recovery 
\from previous depressions, the ap- 
‘palling federal deficit and debt 

| which, when divided per capita 
jalong lines of his “division of na- 


|tional income”—raises hob with the 


|the New Deal has passed around of 
the national income. 

| No, Mr. Rosenberg must have at 
|least one other good reason why he 
|can support the New Deal. Doesn't 
ihe believe that the federal debt— 
| the punitive measures applied to 
|restrict legitimate business, 
creeping paralysis of initiative, the 
| stealthy slippery skid toward col- 
|lectivism, the approaching corporate 
| ane are just “bogey men” con- 
|jured up by thinking, loyal Ameri- 
‘cans to frighten other citizens to 
'vote for Willkie? 

Doesn't he get at all alarmed 
about those things? Or, does he, 
because, perchance his business is 
currently prospering, refuse to heed 
the danger signals that threaten his 
and my as well as millions of others’ 
stake in the Constitution and Bill 
of Rights! 

No, Mr. Rosenberg—you can't rob 
Peter to pay Paul—you can't punish 
and restrict private initiative on the 


pittance that he may accredit that | 


the 


or may not let folks spend their 
money for radios, gasoline or 
movies—Americans then having ac- 
cepted the fallacious 
equal division of national income— 
will find nothing to divide but 


|misery, want and slavery—with an 
occasional nasty but effective purge 
thrown in free in case of an emer- | 


gency to remind the then uniformed 
labor battalions that their benef- 
icent masters aren't fooling, and 
that they mean to keep everybody 
in conformance with the pattern of 
economic, social and political equal- 
ity they asked for the last time 
they or their forebearers 
chance to vote for the Old Fash- 
ioned American Way—but didn’t- 
because business for them momen- 
tarily was good. 

No, Mr. Rosenberg should know 
that just as an occasional change of 
agencies by a client is healthy—so 
a change from the New Deal leader- 
ship into more practical hands now 
to work out and put into sound 
shape the “reforms” and “ideals” 
of the New Deal will prove healthy 
for the Country and in the long run, 
will assure him and other adver- 
tising men the right to continue in 
the advertising business 

You don't need advertising in a 


doctrine of | 


had a} 


|Cub to push his typewriter around | 


dealt with an advertising campaign 
|in a women’s magazine sponsored, 
not by a bank, but by a stock brok- 
erage house. | 


State Census Reports 


on Business Released 

To the Editor: Knowing of your 
|desire to be currently informed of 
the developments of the Census of 
Business, I am enclosing the first 
two Retail Census reports for 1939. 
Undoubtedly you will want to re- 
flect the current census develop- 
ments, whether you are interested 
in these first two States or not, so 
| you may expect other reports in this 
series to follow rapidly. 

We appreciate that a report for a 
|single state may not have any news 
value for you, but it is indicative 
of what will be shown in the reports 
for other States. The table forms 
\for each State will be the same ex- 
|}cept that the number of cities will 
differ and the number of kinds of 
business in the city tables will vary 
according to the size of the city. 
Thus these reports will enable you 
to prepare more definitely your 
plans for the information you may 
want to use from succeeding re- 
ports. 


Beginning this month there wil! 


takes any risks, where everybody | also be a series of reports on Whole 
is certain of his pittance from the | sale Trade and one for Servic 


Establishments, by states, present- 
ing basic facts for cities, towns and 
counties in as much detail as pos- 
sible. Later, these three state ser- 
ies will be assembled into separat 


|publications and will become th 


Area volume in their respectiy: 
fields. Other regular final volume 
on such subjects as employment and 
self-employment, credit, types o: 
operation, and sales by commoditie 
will follow, as rapidly as the dat: 
can be compiled, until all of th: 
final results have been issued. Ou: 
plans also call for the publicatio; 
of Trade Reports for as many kind 
of business as time and funds per 

mit. 

As usual, the Census of Busines 
also includes amusements, hotel 
tourist courts and tourist camps, th 


|construction industry, power laun 


| dries 


and dyeing and _ cleanin; 
plants, and, for the first time, sale 
finance companies. 
F. A. GOSNELL, 
Chief Statistician, Census of 
Business, Bureau of the Census, 
Washington, D. C. 


A ae. 


Topsy Turvy 


Thanks for the 


To the Editor: Now we have it 
Indisputable proof that Wendel! 
Willkie really is a man of miracles 
Let’s see you stand in a car whil 


UPSIDE DOWN 


Willkie Warns of N; 


>On Road to 
Inflation’ | 
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... TRAIN SUYERS AND ASSISTANTS FOR 
THEST RUNNING CHRISTMAS IN 20 TEARS 
Wary reader spots two instances of cuts 


which got into print standing on their 
i heads. 


said car is hanging upside from the 
ceiling. 

Upside down plates seem to b« 
the current trend. The display illus- 
trated in the bottom half of the ac- 
companying illustration would cer- 
tainly have to be cleverly balanced 

Epwarp J. McGee, 

Dennison Mfg. Company, Fram- 

ingham, Mass. 

—- FF 


Ready to Order 

To the Editor: Referring to the 
interesting articles by Harry Hib- 
schman which have been appearing 
in your pages, if or when you hav 
these articles reprinted in bo 
form, please let me know. I sh 
order a copy. 

Rospert HENDERSON, 
Vice-President, Southern Cali 
fornia Associated Newspaper 
Los Angeles. 
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YOUR BEST INTRODUCTION TO THE RETAIL COUNTERS 


IN THESE EIGHT INDUSTRIES! 


THE HAIRE BUSINESS PUBLICATIONS 
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Statement of Police 


“€ 


by the | 
Outdoor Advertising Association of America, Ine.., 
presented here in the interest of better understanding 


by all advertising men and media 


1. Members of this Association will display copy only in conformity with 
erect and maintain advertising Association standards, and will dis- 
structures only: play no copy which 
a. upon property leased or owned by the a. induces a violation of federal or state 
members ; laws; 
b. in accordance with Association standards b. is offensive to the moral standards of the 
| of construction and maintenance ; community ; 
| 
c. consistent with established principles of c. is false, misleading, or deceptive. | 
j safety, as defined by traffic and engineer 
iow authorities : Furthermore, the Outdoor Advertising Associa 
- tion of America will support the enactment of 
ye d. in such a manner as to recognize and re 


non-discriminatory legislation for the reasonable 
spect the public interest in ; 
regulation of the use of land abutting public 


natural scenic beauty; ways, providing such legislation has the support 


of a majority of the owners of property and 
parks, parkways, and their imme 
business in the area to be regulated. 


te 


diate approache S: 


e n ; ; For additional information as to the attitude of | 
3) historical monuments: shrines. and 


ng places ; the organized outdoor advertising industry to 


ward the problem presented by the commercial 
e. so as to respect the rights and interests : . 
I ization of our roadsides, write to: C.D. Blessed, 
of owners and occupants of property in . 
Chairman, Public Relations Committee, Out 
fact residential. 


door Advertising Association of America, Ine., 


2 Niermbers of this Association will 165 West Wacker Drive, Chicago, Illinois 
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U.S. Takes Over 
Fashion Lead 


they have to wait for the French 
openings.” 

According to Maurice Rentner, | 
head of his own dress business and 
chairman of the Fashion Origina- | 
tors Guild of America, the Ameri- 
can garment industry has dressed 


> the most critical and the best- | 
with Few Qualms dressed women in the world and 
will continue to do so without 

New York, Oct. 23.—The demise |traveling to Paris. There is no 


of Paris as a fashion center should | cause for alarm about the future of 
stimulate more extensive advertis-|the industry in this country, the 


|blindly in 


|of American 
|declared that native creators played | 


ing by the Americaa apparel and 
fabric industries, it was indicated 
here at a é§fashion symposium 
sponsored by the Advertising Wo- 
men of New York. 

With regard to the ability of 
American designers to carry on in 
the fashion field now that Paris has 
disappeared from the picture, Irene 
Blunt, executive secretary of the 
National Association of Textiles, 
declared that most original textile 
prints are American in origin and 
that “the only field in which the 
designers have stolen ideas is in the 
higher-priced textiles.” 


An American Technique 
“American fabric designers have 
been having good ideas for a long 
time,” Miss Blunt concluded, “and 
our fabrics are better in appearance 
and wear than anything from 
abroad. Designers no longer feel 


speaker indicated. 


Mr. Rentner concluded, “the de- 
signer will run somewhere else.” | 

To prove his contention that | 
American designers are self-suf- | 
ficient and have not merely walked 
the footsteps of the 
famous Parisian brotherhood, Mr. 
Rentner cited the “casual” dress, 
now worn the world over, which is 
inspiration and also 
a large part in the various style | 
“revolutions” which changed the 
length of skirts and the general | 


HANDFUL OF COMPOSITIONS PLAYED OFTEN 


line of women’s dresses. 


“America has created the ready- 
|to-wear dress,” Mr. Rentner as- 
| serted, “has perfected the technique | 
| whereby a dress by Molyneux, pro- 
| duced for one woman after five 


Whims Mighty Important 


M. D. C. Crawford, research edi- 


suS | tor of Fairchild Publications, 
fittings, can be reproduced at much | pointed out that the birth of the 


less cost for hundreds of women. | sty element in everyday com- 
The American woman who wears a | modities followed the evolution of 
$5 dress is better dressed than any | fashion in women’s clothes as a re- 
other woman in the world who) 
wears a dress of the same price.” 

world. 


Follows Old Path The changes that fashion decrees 
This mass production industry, ,for women’s clothes must continue, 
Mr. Rentner continued, follows the | the speaker said, because standard- 
path outlined by its designers who | ization of clothes would result in 
formerly paid yearly visits to Paris.|the elimination of the desire for 
The “inspiration” that resulted, the | change. 
speaker intimated, may have been | “Women buy for style or whim,” 
merely the result of a change of | Mr. Crawford asserted, “and if they 
scene and climate plus the invigor- | should shift to buying out of neces- 
ating effect of the sea air. |sity, a great economic upheaval 
“Instead of running to Paris,” | would result.” 


| 
| 


sult of which the American woman 
became the _ best-dressed in the 


Agricultures 
Fifth Columnists 


EADLINES BLAZE: NAZIS 
INVADE NORWAY! 
come sensational stories 


in the Objective Journalism which 
has made Capper’s Farmer unique 
among American publications. 


Next 


exposing Fifth Column ac- 


tivities which sapped Norwegian 


defenses. 


NAZIS INVADE HOLLAND! And 
again amazing stories on how the 
Fifth Column defeated a nation. 


But come along with us. We'll 
show you a Fifth Column that has 
been sabotaging America for years. 


We'll show you a vicious alien 
gang that has been creeping insidi- 
ously into farms... robbing soil of 
fertility .. . choking crops... steal- 
ing profits. And we'll call off the 
leaders of this Fifth column by 
name: Bindweed . . . Leafy Spurge 
.. . Russian Knapweed .. . White 
Top .. . Quack Grass . 


Thistle 


.. . Perennial Sow Thistle 
... Wild Garlic . . . Johnson Grass. 


At that point most journalistic 
scoops end. But that’s only the start 


For years Capper’s Farmer Re- 
porters have been scouting for 
practical ways of curbing weeds. 
Through Capper’s Farmer these 
ideas have been carried to wide 
awake farmers together with facts 
on the high money toll that weeds 
can take. 


Objective Journalism not only 
gets the facts and the names of the 
culprits .. . but also promotes the 
practical methods by which to fight 
the danger. 


That is why Capper’s Farmer has 
a readership no other publication 
can equal. It's a readership based 
not on the casual interest of fiction 
... or the curiosity interest of news 
... but on the farmers’ vital interest 
in making American Farming a bet- 
ter, happier and more prosperous 
way of living. 


.. Canada 


CAPPER’S FARMER 


TOPEKA, KANSAS 


these 13 states, the 
richest half of the Farm 
Dominated Mass-Market, 
Capper’s Farmer is read 
in one out of every three 
homes 


Ps 
Be? 
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RELATION OF 
ASCAP ASCAP 
GROUP: SELECTIONS TO PERFORMANCES 
(Perf. by all stations) é 
10,000 OR MORE . 
| PERFORMANCES 388 j : 
OR 1.8% 
1,000 TO 9,999 ~~ 2 = 
PERFORMANCES ata = 
OR 10.1% 
100 TO 999 , 
PERFORMANCES : 14.0% 
1TO 99 
PERFORMANCES 2.3% 
21,038 100.0% 
soudaaesatheitankent Lae 


Chart by Broadcast Music, Inc., showing 1.8 per cent of the ASCAP selections 
played on the air in 1938 accounted for 47.1 per cent of all ASCAP perform- 
ances. Only 2,509 selections were played as many as |,000 times during the year. 


Small Catalog of 


Musical Numbers 
AllRadioNeeds 


Handful of Tunes Ac- 
counts for Bulk of Play- 
ing, Says BMI 


New York, Oct. 24.—Although it 
has generally been assumed that 
many thousands of songs are in- 
volved in the current controversy 
between the broadcasting industry 
and ASCAP, in the opinion of BMI 
officials the task that organization 
has undertaken really amounts to 
the building of a comparatively 
small catalog of popular selections 
to replace ASCAP tunes. 

This conclusion has been reached 
as the result of a breakdown of a 
typical music year, 1938. The an- 
alysis showed that all stations in 
the country used, during the course 
of the year, a total of 25,572 
ASCAP - controlled selections. Of 
this number, 4,534 were ASCAP 
publishers’ arrangements of public 
domain music. This public domain 
group—16 per cent of all selections 


available to BMI subscribers afte: 
Jan. 1). In addition to BMI music 
most stations are licensed by: 
SESAC or Associated Music Pub 
lishers, or both. Under these tw: 
licenses, 75,000 additional selection: 
are made available to broadcasters 
In all, broadcasters point out 
more than 200,000 selections ar 
available to the industry at th 
present time, in addition, of course 
to the extensive field of public do 
main music. Since a total of only 
25,000 selections of all kinds fi! 
broadcasting requirements during 
an average year, existing contract 
outside of ASCAP give broadcast- 
ers a choice of eight selections fo: 
every one needed, BMI asserts. 


Lytle Heads Western 
Advertising Golfers 


Harry V. Lytle, Jr., Western 
manager of Fortune, has_ been 
elected president of the Western 
Advertising Golfers Association 
Other officers named are: Firs! 
vice-president, Mac Harlan, von 
Weller Lyon Company, Chicago: 
second vice-president, Norman C 
Green, Crowell-Collier Publishing 
Company; secretary, James L 
Mitchell, Western manager of Tru 
Story, and treasurer, Herbert H 
Beck, Hearst International Adver- 
tising Service. 


WWL Advances Dupre 


used—furnished approximately 10 
per cent of all performances. The 
remaining group of 21,038 ASCAP- 
controlled selections not in the 
public domain, accounted for ap- 
proximately 90 per cent of all 
performances. 


Most Music from Few Tunes 


Of this 90 per cent, BMI points 
out, 47 per cent of all performances 
were accounted for by 388 selec- 
tions, indicating extensive repeti- 
tion attributed to persistent plug- 
ging of these tunes by their 
publishers. An additional 2,121 
selections, similar in character to 
the 388 numbers, furnished 36.6 per 
cent of all the performances. 

Thus, it is explained, 2,500 selec- 


tions furnished 83 per cent of all | 


performances all 
stations. 

The basic assignment handed to 
BMI, according to the broadcasters, 
is the furnishing of the 400 popular 
selections that account for practic- 
ally half of all performances. The 
current production schedule of BMI 
is seven songs a week, and this 
quota is due for an increase shortly. 


Many Tunes Available 


BMI also points out that it has 
acquired the performing rights to 
more than 120,000 selections to date, 
the most recent acquisition having 
been that of G. Ricordi. Other basic 
catalogs to which BMI has secured 
performing rights include M. M. 
Cole (now controlled by the Society 
of European Stage Authors & Com- 
posers, but available to BMI sub- 
scribers after Jan. 1); Hinds, Hay- 
den & Eldredge; E. C. Schirmer of 
Boston; and Peer International, the 
Latin-American catalog of South- 
ern Music (now in ASCAP but 


by broadcasting 


Henry Dupre, who has been di- 
rector of special events for WWL. 
|New Orleans, also will be program 
|director, succeeding Jimmy Willson, 
resigned. Leon Adams, Shreveport, 
La., will take over the post of pub- 
|licity director, previously handled 
|\by Mr. Dupre, and also will hand\ 
| merchandising. 


Dictaphone Advances Two 


The Dictaphone Corporation, New 
York, has advanced Lloyd M 
|Powell from assistant sales man- 
jager to general sales manager and 
| Frank M. Gale from assistant to th« 
| vice-president in charge of sales 
| to assistant sales manager. 


BALTIMORE 
‘BOOM TOWN’ 


and the short cut to 
the great Baltimore 
market is: 


EDWARD PETRY & CO. 
ON THE NBC RED NETWOR 
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IN 300 DAILIES tions directed at him by NIB mem-| 


bers. He declared that as long as 


that agencies encourage rate-cut-| greatest distance of any of the 75 
there is a wide disparity between | ting by demanding the best possible | broadcasters attending the NIB 
local and national scales, sponsors | price, the speaker pointed out that | meeting. 

and their agencies will continue to|agencies are duty bound to make 
place their radio business through 
dealers in order to be able to take 
advantage of the low local rate. 


the best bargain they can for their | station like 
clients. 


others in Alaska fills 
85 per cent of its broadcast time 
with transcribed programs, since no 

wires are available to transmit net- 
Suggests Cost Plus | Chairman Fly assured the broad- | Work shows. Listeners object to al- 
| The answer to the rate differen- casters that the government would | Most every program being prefaced 
tial problem, he said, is to estab- | 


, ; not take over radio facilities in case | 
lish a scale strictly on a cost basis.|this country gets involved in the|Ment that “this program is tran- 
The national rate should be the lo- 


cal rate plus such additional costs|the new Defense Communications | that, and are tired of the frequent 
as agency and national representa- | Board. |reminders, he said. Chairman Fly 
tive commissions, he suggested. During the period in which Mr.|®nswered that perhaps the FCC 
The "DOUBLE-RICE” Bourbon Mr. Gamble also urged that pub-| Fly subjected himself to questions | might consider some relaxing of the 
Makes Your Drinks Double-Rich! S lished rates be adhered to, saying|from the floor, a semi-humorous |rule on transcriptions for Alaskan 
Tee's <tr Core of Lentatty tue Ge Hee of that “time buyers laugh” when they | note was interjected by C. B. Ar-| 
sacle iibasibsiaig. ea iain emanate discuss spot broadcasting rates.'nold, manager of Station KINY, 


No Government Take-Over 


|stations, in view of their unique 
situation. 


When a broadcaster pointed out! Juneau, Alaska, who came the | Forbes Names Blackwell 


| 


As Midwestern Manager 
B. C. Forbes, editor and publisher 


| Mr. Arnold complained that his |°f Forbes magazine, has appointed 


Raymond E. Blackwell as Midwest- 
ern manager with offices in the 
General Motors bldg., Detroit. 
Mr. Blackwell formerly was as- 
sociated with the Crowell-Collier 


| organization, representing Country 


and concluded with an announce- | 


Home in the Detroit area. Prior to 
that he was advertising manager of 
the De Soto division of the Chrysler 


; ; | Corporation. 
war, and described the functions of |Scribed.” Alaskan listeners know 


Hotels to Agency 


Thorne-Shaw, Inc., Rye, N. Y., 
has appointed Needham & Groh- 
mann, New York, to direct promo- 
tion of the Oleanders Hotel, Eau 


| Gallie, Fla., and the Midway Col- 


ony, Melbourne, Fla. 


Copy featuring the ‘double-rich” theme 


is currently appearing in more than 300 


newspapers for Schenley's Cream of 
Kentucky. 


Air Independents 


Approve BMI in The Way to keep Free Speech is to 


pheno PRACTICE IT! 


Government Won't Take 
Over Broadcasting, Says 


Fly good many years ago, a handful of valiant men who believed in life, 

New York. Oct. 22.—The National | liberty and the pursuit of happiness fought in order that the principles 

New York, Oct. 22.—The Nationa é , . 
Independent Broadcasters wound of a freedom of life and of a freedom of speech should remain unhindered 


up a two-day confab here today 
by adopting resolutions endorsing | 
Broadcast Music, Inc., in its con- | 


and permanent. 


Today, when democracy fights for its life and its principles, and men 
troversy with the American So- y } penaees d ns I ; I 
ciety of Composers, Authors and and nations have been wiped out who sought to continue those ways, 


Publishers and asking ASCAP to) 


consider adoption of a per-program it is the more important that we in America should keep the principles of 


basis of payment for music. 
Other highlights of the meeting 
which had been scheduled to last 


free speech — free! 


; NEWSWEEK adheres to ihose beliefs, and to keep free speech, it practices it! 
only a single day but which was 


prolonged for a more thorough dis- 


comton of the many probleme fac- NEWSWEEK’s news stories are completely unbiased, and presented simply, 


ing independent stations included | 
talks by James L. Fly, chairman of | 


clearly, accurately. Given equally without bias, is the significance of the 


oo Bedeval Gomsmmumicetions GCam- news .. . its meanings, and likely effects on the future. This is an original 


mission, and F. R. Gamble, manag- | 
ing director of the American Asso- 
ciation of Advertising Agencies. 


NEWSWEEK contribution to journalism. 


But NEWSWEEK also believes that the opinions of eminent authorities are 
All NIB officers were re-elected, Z ‘ : i “a 
with Harold A. Lafount, general equally valuable to the public. Therefore, it publishes the signed opinions 


manager of the Arde Bulove radio 


' avi i ities fre spe ‘ir minds 
isterests, as president: Béward A. of experts every week, leaving those authorities free to speak their mind 


Allen, president, Station WLVA, 
Lynchburg, Va., vice-president; and 


as they wish. That freedom is the freedom of men to declare themselves 


Lloyd C. Thomas, general manager whether we as individuals agree or not. The vital point is: let us continue 


Station KGFW, Kearney, Neb., sec- 
retary-treasurer. 


to practice the right and privilege of free speech. 


Rate Differential Discussed | That is NEWSWEEK’s approach toward helping keep alive a basic American 
Mr. Gamble discussed the role of principle. We give you the news unbiased and impartial. We give you the 


independent stations in national | 


| igni ‘ iate its relative i ance. W 
edvertising. He pointed out that significance of the news, to help you appreciate its relative importance. We 


newspapers, magazines, farm papers 
and business papers all have agency 
recognition standards, and “radio 
should have.” 

That old chestnut of newspaper | 


field. The value to the reader, to the public, is obvious. 


give you the personal opinions of men who are leading authorities in their 


advertising—the rate differential— | A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


played a prominent part in Mr. 
Gamble’s remarks and in the ques- 


RE ote, Newsweek 


years of 


SKILL AND EXPERIENCE... 


THE MAGAZINE OF NEWS SIGNIFICANCE 


* Sh | and experience are two ingredients 

of fir » electrotyping that must be nurtured 

care: lly in one’s own back yard. Hundreds 

of co. posite years of such experience await 

your ommand here at Rapid, the largest 

and lest advertising platernaker in the : ‘ 

Worl . 

The Rapid Electrotype Company esduncs ‘“e” — Cn a bated am eS. N. heed _ enTERTAmUMNENTT 
Ciacinaneti, Chic GOVERNMENT MILITARY AFFAIRS NAVAL AFFAIRS WEEK 

"Gre p with national newspaper advertising’ 


AT 
—_ Ralph Robey THESE EXPERTS GIVE YOU THEIR OWN SIGNED OPINIONS 
SERVICE! BUSINESS AND 


John Lardner 
SPORT WEEK 
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ee 


the United States recently to dis- | shelter. Today, we simply transfer | just once, for a few seconds. That 
= Agency Scuttles cuss the possibility of sending more | our operations to that shelter when|was all. Water, gas and sew 
children here. the siren goes off. service have remained unhurt. The 
“The disruption of business in “The copywriters grab typewrit- trains still run—and they run 
to Basement When London, in face of the constant ers, the artists take drawing boards | time.” 
| bombing, has been amazingly |and pens and the executives snatch 
slight,’ said Mr. Weddell. “It is up their correspondence files. In 
: certainly not as great as one would five minutes we are operating in the Names Buchanan-Thomas 
om § if on on suppose from reading accounts of | basement—uncomfortable, it’s true,| American Pop Corn Company, 
the damage.” but still operating.” Sioux City, Ia., peer < oa 
Philadelphia, Oct. 23.—“The gen- | _ The first few days of mass bomb- Mr. Weddell saw his share of peel Benue iin Cor z 
eral feeling when the air raid siren | !98S In early September caused bombs. The street immediately in pany, Omaha, as its agency. C. 
cuts loose nowadays is simply one | Serious interruption to normal busi- front of his West End home was Buchanan is in charge of the a 
of extreme annoyance at the inter-|ness, he said. But each business hit. Another bomb fell 56 yards} count. Radio and business pap: 
ruption,” according to Justin Wed- | house quickly worked out its own|away. Six hits have been regis- | will be used. 
dell, former Philadelphian and now | problems to take care of the emer- | tered in the park across the street. | 
executive manager of N. W. Ayer | gencies. “Surprisingly, one grows accus- | Midland Picks Agency 
Midland Bakeries Company, 


_—— Ltd., of Great Britain. Mr. Off to Work They Go pong Bio fa cr ge = 
eddell, who is vice-chairman of age L ‘ sees no € Louis, has appointed Shaffer-Bre 
nan-Margulis Advertising Compa: 


GETS AWARD 


\ SEE MORRIS 
pian OF SAN 
FRANCISCO IS 
STARTING ITS 
2T YEAR 


RESOURCES 


LOANS. Moers Plan heresy amd 
ve 


the American Committee for fhe “In our office,” he said, “we set | dence of damage to any public 
CASH: Carey in our vedo md Evacuation of Children, returned to! up a table in the basement air raid | service. The electric lights flickered | St. Louis, to handle its account. 


OTHER BESOUBRCES. Marie 
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vor ee 1924) San oon aD 
SURPLUS and UNDIVIDED 
New York, to introduce its new 
Moss Rose toilet preparations for 


the bath. In New York, Bonwit 
Teller, Inc., promoted the new line 
as coordinated with jewelry and 
other accessories in the New York 
Times. 

In addition to newspapers in key 
cities, The New Yorker and Vogue 
are being used through Abbott 


Shas, teeta ISSUE OF McCALL’S AT 


To Jasper, Lynch 

Constance Spry, Inc., New York, 
florist, has appointed Jasper, Lynch 
& Fishel, New York, to direct its 


account Newspapers and direct 
mail will be used. 


Appoints Vernik 

The Vernik Advertising Agency, 
Philadelphia, has been appointed to 
handle the account for a new apart- 


. ee ANY ISSUE OF ANY OTHER 
WN MAGAZINE PUBLISHED. 


( in the 


Rha get JACKSONVILLE, FLORIDA 
Trading Area 


| >WMBR 
~ 


OF SAN FRANCISCO 
Til MARKET ST 


Advertising like this, turned out by Leon 
Livingston Advertising Agency, won first 
prize from the publicity committee of 
the Morris Plan Bankers’ Association at 
its recent convention. Morris Plan of 
San Francisco has been an advertiser 
since 1923, during which time the com- 
pany's loan business has risen from less 
than $800,000 annually to more than 
$8,000,000. 


Charles of the Ritz 
Promotes New Line 
Newspaper copy in pink com- 
bined with black and white to pro- 
duce a wallpaper stripe effect is be- 
ing used by Charles of the Ritz, 


ee Jacksonville — basic 
= Florida CBS Station 


= WFODY 


Saint Augustine —a 
bonus station at no 
extra cost to WMBR 


national advertisers 


3 McCALL’S 
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Understanding Is 
Called Answer to 
Consumer Problem 


Atlantic City, Oct. 23.—‘‘Business 
does 


4 ee 


ndustry what 


nows the 


now the questions?” 
That’s the 
msumer relations problem, Mabel 
lanley, consumer relations director 
r the Borden Company, told the 
ternational 
ealers here. 
“We must not only interpret an 
dustry or an individual business 
the consumer,” Miss Flanley said. 
“We must likewise 
sumer interests to industry, telling 
is that the con- 


modern 


of Milk 


interpret con- 


sumers want to know about us.” 
For example, she said, “criticism 
of advertising is the sign of a more 
fundamental misunderstanding. 
Business has sold the public many 
useful things through advertising, 
but has failed to sell them on the 
institution of advertising itself. The 
public apparently believes that ad- 
vertising costs represent 12 to 25 
per cent of the selling price of 
goods, and this must be corrected. 


Must Provide Information 


“We must demonstrate that in- 
dustry is willing to give all the in- 
fcrmation desired, by supplying it 
and publicizing it. In the doing, 
we will demonstrate that it isn’t the 


|simple easy job the inexperienced 


might think.” 


Miss Flanley maintained that “we 


cannot have national unity without 
better consumer relations than now 
exist. No greater contribution to 
national unity can be made than to 
bring about a better understanding 
of our economic system and the im- 
portant place of private enterprise 
in that system—on the part of labor, 
agriculture, business and 
tion.” 


educa- 


Making Pillotred Shoes 
Charles E. Heckel, sales manager, 
and Richard E. Rauh, secretary- 
treasurer, of the Roth Shoe Com- 
pany, Cincinnati, haye organized 
Roth, Rauh & Heckel, a division of 
the Consolidated Shoe Corporation. 


Cincinnati to make Pillotred shoes | 


for women. 


Resume Hearings on 
Vitamin Products Labels 


Hearings by the Food and Drug 
Administration on the proposed 
labeling of vitamin products will be 
resumed at Washington, D. C., Oct. 
28 following adjournment Oct. 15. 
The hearings began Oct. 7. 

Representatives of the vitamin 
product industry, including foods 
for infants and invalids, foods used 
to control diseases and _ various 
slenderizing preparations, thus far 
have shown no opposition to pro- 
posals of the Food and Drug Ad- 
ministration. 


Wilshire Bowl Appoints 


The Wilshire Bowl, Los Angeles 
night spot, has appointed Sidney 
Garfinkel Advertising Agency to 
handle its account 


WOMEN 
OF THE OCTOBER 


}NEWSSTANDS 


MORE WOMEN BUY MORE! 
COPIES OF McCALL’S OVER 
THE COUNTER BECAUSE 


MORE WOMEN PREFER 
McCALL’S. 


UE 


eee te “ah |. 
j a 


“Total Circulation in excess of 3,100,000 


9| MAGAZINE 


NEW YORK, N. Y. 


FOR DEFENSE 


Ready-Made For Defense 


B-- 


AMERICAN AIRLINES ». 


The nation's air transport industry is 

ready for defense, says American Air- 

lines in this full-page newspaper copy 
appearing in selected cities. 


Bendix Launches 
Largest Drive 
for Home Laundry 


South Bend, Ind., Oct. 23.—Ben- 
dix Home Appliances has launched 
a merchandising campaign for its 
automatic washer which, the com- 
pany says, surpasses anything pre- 
viously attempted. The drive was 
opened with a series of national 
distributor meetings 

Spearhead of the attack will be 
advertisements in Fortune, Me- 
Call's, Parents’ Magazine, The Sat- 
urday Evening Post and Woman's 
Home Companion, The magazine 
campaign will be supplemented by 
newspaper schedules in addition to 
cooperative advertising support for 
dealers. Washer-Ironer Week also 
has been publicized in newspaper 
copy. 
| Point-of-sale promotion is being 
built around window displays fea- 
turing plastic clothes pins as 
away item A direct 
paign geared to the same _ idea 
embodying a sampling procedure 
will round out the program. A plan 
book has been provided dealers to 
assist them in tying in with the 
campaign. 


a give- 
mail cam- 


Bendix not only frankly antici- 
pates the invasion of its home laun- 
dry field” by everal prominent 
manufacturers but it also believes 
that opportunities for sales are 
abundant this fall. “All signs in- 
dicate that the last three months of 
1940 will witness the greatest re- 


| tail sales volume in electrical ap- 
pliances that the industry has en- 
joyed for a number of years,” said 
Parker H. Ericksen, advertising and 
ales promotion manager. “We be- 
lieve this is the time to really step 
up advertising dollars.” 
Brooke, Smith, French & 
rance, New York, is 


Dor- 
the agency 


B-1 Beverage Expands 

B-1 Beverage Company, St. Louis, 
has extended its activities to 10 
states, adding Chicago and Miami 


The Pioneer Voice of Kansas 


Mu 


WICHITA 


Her Holtister, Gen. Mor. 
—§000 Watts Dial 1050 
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The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 
Leopard— larger spots and a reddish brown 


|color, and are durable and 


The Vogue of 1940 


very 


, warm. From Ceylon comes a leop- 

Although the war in Somaliland | a8 fade meer : 
has stopped the shipment of fine ard skin, generally described ” 
Columba leopard, which is flat, 


leopard skins from that region for 
the time being, there seems to be 
no scarcity as yet with those firms 
who have made these skins their 
specialty, reports Fur Trade News 
for Oct. 3. The situation is of in- 
terest because any fur establish- | 
ment which today fails to show a 
selection of leopard and ocelot furs 
in the new garments and acces- 
sories is not in step with style. 
The fine Somali skins are pale, 
silky, flat, and the hair has a bright 
sheen. The spots are very dark in 
contrast to the creamy, rose-tan 


|silky, and with medium size spots, 
|but is rather brownish in hue. Out- 
side of Somaliland, leopards are 
found in Africa throughout the des- 
ert areas commonly referred to as 
Equatorial Africa. 

The beauty of a leopard skin 
garment depends on the skill in the 
matching, cutting and working of 
‘the skins, the article points out. A 
|really well-made coat shows hardly 
'a sign or seam to indicate where 
|the skins are joined or pieced to- 
| gether. The expert manufacturer 
| proves his skill particularly on the 


a oes et ged front and back of the _ shoulder. 
grouped in little rosettes. The| As is not the case with many other 


furs, unskilled or inferior work- 
manship is difficult to cover up 
when working with leopard. 


finest Somaliland skins are not very | 
big and it takes seven to nine skins | 
to make a coat. 

Leopard skins also come from Fewer Insurance Men, 
other parts of Africa and from Asia. More Business 
The Chinese skins have a heavier Sound insurance agency building 
fur than the African, as well as | calls for the selection and develop- 


= of a limited number of high 


type, properly trained agents, rather 
than passing out contracts and rate 
books indiscriminately, in the ex- 


‘fail to make the grade do much to/|contributions to its advance are 

| bring down the confidence and | based largely upon methods and 

morale of the whole agency group. | knowledge that the untrained prac 
The part time agent and the small | tical type of engineer seldom pos- 


perience of Leland F. Lyons, agency | marginal producer who is not self | sesses. 


|director of the Binghamton, N. Y.,| supporting are the ones most under | 


branch office of the New York Life 
Insurance Company, as related in a 
story of his operations in The Insur- 
ance Field for Sept. 27. In the 


The demand for technical artick 
attack of the general public and |and books has greatly increased, th: 
constitute a problem of the life in- | editorial further points out. Indu: 
‘surance field. This is because the /|trial laboratories and publicity de 


marginal agent is the one who is| partments have insisted on bett 


'seven months that Mr. Lyons has | always in debt and is a pest to his | reports and technical papers to safe. 
|directed the Binghamton agency he | friends because he places the sale|guard company prestige and 


has reduced the number of old 
agency contracts from 34 to two, 
and instead of a drop in agency 
production as the result of dropping 
13 marginal producers, the indica- 
tions are that the 21 veteran agents 
will produce more business than 
the 34 put on the books last year. 
Last year the 34 agents produced 
$2,400,000 of new business and at 
the present rate of production this 
year the agents retained will pro- 
duce $3,000,000 of new business. 
Mr. Lyons believes that the ap- 
pointment of a large number of new 
agents, resulting in high turnover 
in agency staff, does much to de- 
moralize the old agents, whereas 
one or two enthusiastic and suc- 
cessful new agents will do much to 
pep up the whole agency organiza- 
tion because the old men will be 
on their toes to hang on to their 
laurels. By the same token, new 
agents who lack enthusiasm and 


WHAT~ 

NO PACKAGE YET 7??? 

I'VE BEEN EXPECT- 
ING ONE FORA 

LONG TIME 


a 
See 
4 


NOT YET- 


MRS. JONES! MAYBE 
THEY HAVEN'T 
HEARD ABOUT 

DONNELLEY’S 24 
HOUR PREMIUM 
MAILING SERVICE 


The time factor is important. If your customer waits too long for her premium 
to arrive, you may destroy the good will you are attempting to create. 


Ask Donnelley about their COMPLETE 24 Hour Premium Mailing Service 
which includes everything from picking up the original requests to the delivery 
of the addressed premiums to the Post Office. Daily reports showing the number 
of requests received, amount of cash deposited and the number of premiums mailed, 


are furnished without charge. 


An estimate will be promptly supplied if you will write or telephone the nearest 


Donnelley office. 


DONNELLEY’S PARCEL POST SERVICE CAN SAVE YOU POSTAGE 


~Ask Us How! 


HE REUBEN H. DONNELLEY CORPORATION 


= tite} os 


305 E. 45th St.,NEW YORK 350E.22nd5St.,CHICAGO 727 Venice Bivd., LOS ANGELES 


of insurance on the basis of his need many cases have undertaken to a 
for money rather than the pros-|sist or supervise the preparation o/ 
pect’s need for the insurance. The} manuscripts that are offered f 
fear that the elimination of these | publication. Engineering  societi: 
factors may result in a reduction in|and technical magazines afford a 
agency production is not  well|/increasing number of opportuniti: 
founded, Mr. Lyon’s experience in- | for ehgineers to write and prese: 
dicates. papers. 

; | A growing proportion of eng 
Greeting Cards Sold ‘neers, says the editor, have disco\ 
in Hardware Stores ered that personal reputations m: 

While druggists are protesting the | be based on and enhanced by put 
sale of vitamins by food stores, lication; something the _ scientis' 
Hardware Age tells how a hard-|learned many years ago. And 
ware store at Reading, Mass., sold |¢ducating a vastly greater numb: 
more than 4,000 penny valentines |0f men, the schools, encouraged | 
in a three-day period and shows|Men in practice, have been payir 
that greeting cards are good build-| more attention to the teaching « 
ers of store traffic. Francis Broth- | Bngtish. 
ers, Inc., the store referred to, sold | ‘ . 

a total of 6,000 cards during the | WPA Library Projects 

period, some retailing for as much Serve Public Schools 

as $1. Total sales in seasonal cards | Besides giving work to near! 
for the department last year | 27,000 persons in 47 states, WPA 
amounted to more than $1,000, with | library projects have established 
a like volume for general greeting 3,500 new branch libraries and 4,50) 
cards. | reading rooms which are playing a: 

The average inventory of cards|important part in extending edu 
for this store, except when seasonal | cational facilities throughout th 
cards come in, is approximately | country, an article in School Man. 
$200. Card manufacturers supply | agement for October points out. T: 
dealers with excellent free promo- | the rural teacher, with nothing bu! 
tional material, including window | textbooks to help her keep a roon 
displays, window streamers, store | ful of restless boys and girls inter 
signs and decorations, and throw- | ested, this service is a real first aid 
away calendars and reminders. A/| While its teaching can hardly b« 
retail store handling greeting cards | measured. 
reaches a sales peak in about five| More than 1,100 traveling li- 
years, according to records of|braries of one kind or another hav 
manufacturers in the field. After|been put into operation by the 
a store reaches this level, volume|WPA. All of these itinerant li- 
remains about the same with fluctu- | braries are not on wheels, however 
ations depending upon the holiday |One WPA librarian in Mississipp: 
schedule during the year. used a flat boat to get her books to 

In estimating possible sales, the | waterbound readers. Kentucky has 
article says merchants must take |a pack-horse library that for sev- 
into consideration the day of the | eral years has been taking books to 
week on which the holidays occur. |One-room schools and cabin homes 
Sales volume is higher when the|high in the mountains. A rider is 
holiday comes on a weekend. Main-|called a “book-woman,” and her 
tenance of stock records is very im- | Steed is apt to be a _ sure-footed 
portant in being able to judge the |Mmule. Throughout the country, at 


kind and price of cards to be|!east 140 specially constructed 
ordered. The 10-cent card is the| trucks, properly equipped to con- 
best selling one in all lines and|Vvey and circulate an average of 


women are the best and largest |500 volumes a trip, are being op- 


| buyers. erated by WPA in connection with 
statewide library projects in 40 
Growing Importance of states. 


English for Engineers een 

| A quarter of a century’s _— Range Price Changes 
ences in the reading of manuscripts Electric range distributors are ex- 
of engineering papers affords evi-|pecting price revisions in 1941. 
dence of improvement in the ability | 

of engineers as writers, says Me- 

‘chanical Engineering’ editorially. | . 

| There are many reasons for this | ComgrstDochion: 
improvement, the writer suggests. 

| Today a majority of engineers have 

|been trained in colleges and tech- 
nical schools. Engineering itself 
has developed to a point where the 


In 1941 the basic rate for CON- 
GRATULATIONS goes down 25°/, 


Sales Manager for a Large 
Photo Engraving House 


We have a permanent position for a dynamic 
manager for our city sales department. The 
applicant should be a man around 40, who has 
a genuine background of successful sales man- 
agement and, above all, he must be thoroughly 
familiar with every detail of photo-engraving 
manufacturing so that he knows the correct cost 
and pricing of all types of plates. Applicant 
must have initiative, personality, be sober, a 
hard worker and an organization man who will 
fit in with the long-established policies of this 
well known firm. All applications confidential. 
Very substantial salary and overriding contract. 


JAHN & OLLIER ENGRAVING CO. 


817 W. WASHINGTON BLVD., CHICAGO 
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PUSHES MEATS 


K 


Daring full-page advertisement of A & P 
super markets in Harrisburg, Pa., papers, 
in which double-your-money-back offers 
are made in connection with fresh meats. 


Miss Elliott to Confer 
with Wholesalers Nov. 12 


_ More than 150 representatives of 
jabout 75 wholesale trade groups 
|are expected to attend a conference 
|of wholesale distributors, called by 
|Harriet Elliott, consumer member 
of the National Defense Advisory 
Commission, for Washington, D. C., 
Nov. 12. 

Subjects to be discussed include 
the relation of national defense and 
the wholesale distribution of con- 
sumer goods. 


Silverman Joins WINS 


Mort Silverman, formerly in the 
radio department of the L. B. 
Hawes Advertising Agency, has 
joined the sales staff of WINS, New 
York. 


$75,000 Promotion 
to Be Put Behind 


New York Tunnel 


New York, Oct. 22.—New York’s 
new $58,000 tunnel connecting Man- 
hattan and Queens, which is sched- 
uled to open Nov. 14, will be backed 
by a $75,000 advertising campaign 


‘Food of M onth 


Club’ Newest 
Sampling Idea 


New York, Oct. 24.—A Food of 
the Month Club which plans to dis- 
tribute packages of from five to 
seven food products each month to 
subscribing housewives has been 
organized by Retail Products, Inc., 
and will be launched in Providence, 
probably in December. 

Housewives will pay 60 cents a 
month for the package. Items in- 
cluded will be full size and not 
small samples, and manufacturers 
will be paid an average of four 
cents for each product distributed. 
This sum will be reduced if adver- 


tising circulars or return postcards 
are attached to the products. 

The company, which has head- 
quarters at 50 Broadway, New York, 
is headed by M. R. Van Benschoten. 
He declares that his Food of the 
Month plan enables manufacturers 
to speed up acceptance for new 
products and those with inadequate 
distribution. Several companies are 
interested in the plan, he said. 

Distribution of the package will 
be obtained by solicitors who will 
receive 20 per cent. Women’s clubs 
and religious groups will be en- 
couraged to enlist subscribers in 
order to raise funds. Retailers may 
also sell memberships. Newspaper 
and radio advertising, for which 
participants will pay up to $25 each, 
will be used to announce the plan. 


Westinghouse in Test 


The reaction of the public to the 
new, patented “Certi-fire installa- 
tion” feature of Westinghouse oil 
burners will be tested in a New 
York newspaper campaign, handled 
by Moss Associates, New York. 


K's Beverage Appoints 

K’s Beverage Company, Los An- 
geles, maker of uncarbonated fruit 
drinks, has appointed Brisacher, 
Davis & Staff to handle its adver- 
| tising. 


‘Gutman to Goldman 


E. Gutman & Sons, Philadelphia, 
| maker of Stanton Craig clothes for 
men, has placed its account with 
the Philadelphia office of I. A. Gold- 
man & Co. H. N. Goldberg will 
handle the account. 


| 
| 
| 
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embracing newspapers and outdoor | 
posters, it was revealed here today. | 

The New York City Tunnel Au- | 
thority, which is now completing | 
the monumental engineering feat of 


tunneling under the East River, has 
appointed Marschalk ', Pratt to di- 
rect newspaper advertising and Al 
Paul Lefton Company for outdoor 
poster promotion. 


Theme of the campaign, which is | 


scheduled to break a few days be- 
fore the tunnel is opened, will be: 
“Cross in Three Minutes . . . Save 
in Three Ways.” The savings re- 
ferred to are time, miles and gaso- 
line. 

Copy will refer to the “toll that 
isn’t a toll.” The 25-cent charge 
for passenger cars no more than 


matches the cost of crawling across | 


one of the bridges in heavy traffic, 
and users gain the additional ad- 
vantage of time, and miles saved, 
readers are told. 

Full-page insertions will be used 
to announce the beginning of serv- 
ice, with 112-line copy scheduled 
throughout the rest of the first year 
of operation. The outdoor campaign 
embraces 150 posters and 12 painted 
bulletins. 


D. G. Forman Promoted 


} 


More reading time 


David G. Forman, advertising > . ree -p icati -cePaArr Naruire Gasnadn 3 thi ac _ 
eucan at Oat kik Gee In a recent survey by Publication Research Service of Chicago in which a cross 
ton, Buffalo, has been appointed | 


‘ssistant to Lawrence D. Bell, presi- 
lent of the company. 


R. A. Wetzler Appointed 

_The Pennsylvania - Dixie Cement 
“orporation has appointed R. A. 
Wetzler as Eastern sales manager, 


section of men and women in Philadelphia was asked: “Hlow much 


spend reading these newspapers yesterday ?” The results were: 


Evening Bulletin readers 


Average Reading Time 


Men 


54.5 min. 


Women 


vith headquarters at the corpora- Newspaper No. 2 readers 37.9 33.7 
tion's offices in New York. a 

oe oe ae eee Newspaper No. 3 readers 28.7 36.9 

ca | Newspaper No. 4 readers 35.0 32.4 


MORE THAN 
3,000,000 


—persons live within the 
rich Shreveport trading 
area served by the pow- 
»rful 50,000 watt transmit- 
er of KWKH. No wonder 
so many national and 
ocal advertisers use this 
tation to advantage in 
elling their many and 


‘aried products. 


30,000 Watts 


. a 
veport Louisiana 


Women spend at least 43.1% more time reading the Bulletin than any 
other Philadelphia daily newspaper. 


Men spend at least 43.8% more time reading the Bulletin than any 
other Philadelphia daily newspaper. 


time did you 


52.8 min. 


| 

| 

| a . . ry? . . . ry” 

| Your advertisement in The Evening Bulletin gets more readers because of The 


... and read it to buy. 

Let The Evening Bulletin with 95 per cent. of its large circulation concentrated in 
the Philadelphia retail trading area (ABC)—give you thoroughly effective coverage 
of the profitable territory where most Philadelphians live and buy ... The cost per 


She 


Ovening 


| Bulletin’s thirty-five-year leadership in daily circulation. Your advertisement gets 
more readers per thousand circulation because The Evening Bulletin gets more read- 
ing time than any other Philadelphia newspaper ... People buy The Bulletin to read 


reader of advertising in The Philadelphia Evening Bulletin is one of the lowest in 
America. Consult your advertising agency. 


S, Philadelphia City of Home 
nearly everybody reads 


OLulletin 


opyright 1940, Bulletin Co., Philadeiphe 
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ADVERTISING AGE 


October 28, 1949 


Opinion Polls to 
Confirm Accepted 
Techniques, Belief 


New Names, But No 
New Methods, Appear 
in Political Forecasts 


By IRWIN ROBINSON 


York, Oct. 22. Although 
public opinion forecasters 
will wake up on Nov. 5 to find their 
heads rolling in the dust, the results 
of the presidential election will con- 
firm accepted sampling techniques 
rather than develop anything start- 
ling or new in this field of endeavor, 
market research experts here be- 
lieve. 

With the home stretch of the elec- 
toral race in view, agency research 
executives and independent re- 
searchers today perused the prog- 


New 


several 


nosticators’ box score, noted that 
three of the six most prominent 
election surveys place Willkie in 


the lead or pronounce him the win- 
ner, and decided to put their money 
on the accuracy of the Gallup and 
Fortune polls instead of the others 
that have come to public attention 
more recently. Neither of the two 
polls mentioned found the Repub- 
lican standard bearer ahead. 


Refuse Data on Dunn Methods 


Considerable interest is being 
evinced here in the Dunn Survey, 
which has already predicted with- 


out reservation that Mr. Willkie 
will be the next occupant of the 
White House. Despite the promi- 


nence accorded the Dunn forecast in 
Republican circles, little is known 
about its technique. Several well 
known market research men con- 
firmed the report that Mr. Dunn 
had been invited to explain his sys- 
tem to interested but 
that he has preferred to keep his 


researchers 


secret to himself. General belief 
in advertising circles is that the 
Dunn prediction is based strictly 


on statistical calculations conducted 
within the confines of an office. 

In discussing the Dunn technique 
market researchers asserted that 
apparently the system doesn't in- 
volve personal interviewing in the 
field, because no member of the 
staffs of any of the leading market 
research organizations of the coun- 
try has thus far reported crossing 
the path of a Dunn interviewer. 
Researchers characterized the Dunn 
efforts in such terms as “clairvoy- 
ance” and “skillful guessing.” 

The second poll which 


has pre- 


SIMULATED FABRICS IN POSTER DESIGN 


Five-color poster for Fintex Corporation, Detroit, which is currently appearing 
in that city and Pittsburgh. Howard D. Steers, Detroit, is the agency. 


dicted Willkie as a winner is that 
sponsored by Emil Hurja, former 
Democratic bigwig and currently 
publisher of Pathfinder. This sur- 
vey is a combination of mail ques- 
tionnaires, personal interviewing 
and final analysis by Mr. Hurja. 

The poll sponsored by the New 
York Daily News and Chicago Trib- 
une, which accords Willkie an edge 
in a preliminary report, has as its 
basis a system of personal canvas- 
sing according to election districts. 

Most prominent of the polls that 
still find Roosevelt in the lead, 
albeit slightly, are those conducted 
by Gallup and Fortune. The sam- 
pling techniques of these are too 
well known to advertising men to 
require explanation here. 


Uses Sampling Technique 


The newcomer to the lists in this 
group is American Opinion Fore- 
casts, whose reports are being pub- 


lished by the New York Daily 
Mirror. Head of the organization is 
Edward J. Wall, who was formerly 
with Ross Federal and Paramount 
Pictures. He told ApveRTISING AGE 
today that his sampling technique 


is similar to that of Gallup. Mr. 
Wall’s latest poll shows 55 per cent 
of the electorate for Roosevelt, 45 
per cent for Willkie. 

As far as the market research im- 
plications of the current polls are 
concerned, here believe 
the chief result will be renewed 
emphasis .on the accuracy of the 
| sample. Steady improvement in 
this technique been the chief 
by-product of previous public opin- 
ion polls that have proved their 
soundness Researchers who take 
their polls seriously that 
prophecy is not one of the func- 
tions of their science. All that a 
statistically sound poll can be ex- 
pected to do is to indicate the con- 
dition that exists as of a given day, 
they point out This condition, 
especially when a_ vital national 
election hangs in the balance, may 
change from day to day or, perhaps, 


observers 


has 


assert 


How to Write 
Better Business Letters 


cY 
EARLE A. BUCKLEY 
Direct Mail, Correspondence, and 
Letter Specialist of nineteen years 


experience 


— NEW 2ND 
§ “s"" EDITION 
jaws = JUST OUT 
\ ae 


201 pages 
5', x8 $2 oo 


Tells how to 


—write attention-getting openings 
—develop the body of the letter effectively 
—write action-<ompelling closes 

—write an adjustment letter 

—write an inquiry letter 

—write collection letters 

—revive inactive customers 

letters 

—make every letter a sales letter, etc., etc 


—avoid “telegraphic” 


You can make dictation or letter 
writing an easier job and at the same time 
make letters do more work, with the aid of this 
helpful book In simplest possible manner it 
shows the essentials of good letter writing and 
with pointers and examples from the work of 


successful letter writers shows how to make 
your own letters more productive Covers all 
the regular correspondence needs of business 


offices, including sales letters 


A practical business manual 


The book is one of a series especially planned 
to help business men with boiled-down, simple 
treatment of their problems—suitable for the 
smaller business owner-manager as well ; 
specialized worker or executive in larger con- 
cerns 


Make every letter you write 
a real business-builder 


Every letter—of inquiry 
ment—has a job to do 
of business is 
possibilities in 


proposal, or adjust 
But so routine a part 
correspondence that the profit 
improving it are often over 
looked Try Buckley's methods in your letters 
—even a slight increase in efficiency of each 
one will mean a lot in a month's time. 


10 DAYS’ TRIAL—SEND COUPON 


ftom tre ne ne ee ee + 


i 

] McGraw-Hill Book Co., Ine., 330 W. 42nd St., N.Y. C l 
s Kuck 1 Write Retter B Letters for ta 
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even from hour to hour. 

This point was emphasized as the 
chief difference between market re- 
search and public opinion polls. In 
the former the data gathered con- 
cerns facts which are not 
subject to abrupt change, except in 
rare instances, while in the latter 
a spectacular speech or a foreign 
development might conceivably 
alter a vast segment of public opin- 
ion over night. 

Despite the fact that they are 
willing to go to bat for the accur- 
acy of the Gallup technique as com- 


basic 


pared with some of the other polls 
vying for public attention, market 
researchers are aware of the pos- 
sibility that the accepted procedure 
may prove a dud insofar as the 
presidential election is concerned. 

What effect will this have on the 
science of market research? The 
experts shudder at the thought of 
such an occurrence. They simply 
observe that anybody who gets into 
the opinion forecast field sticks his 
neck out. And a neck stuck out is 
liable to be cracked down. 


Phoenix Opens 
20-Week Drive 
on Sunshine 


Phoenix, Ariz., Oct. 23.—Built 
around the story of sunshine, west- 
ern sports, winter season events, 
guest ranches and resorts in the 
Valley of the Sun, an intensive 20- 
week campaign of advertising has 
just been started for the Phoenix 
Chamber of Commerce by Adver- 
tising Counselors, Inc., of this city. 

Starting late in October, an ad- 
vertisement will appear every week 
in at least one of 14 national mag- 
azines. The bulk of the promotion 


appropriation this season will be 
devoted to advertising in national 
'publications and a_ publicity pro- 


— 


gram, with additional provision 
made for literature and spot news 
paper space. Walter Bimson, p: 
dent of the Valley National Ban 
chairman of the Chamber's nati 
advertising committee. 

Ivan Shun, president of the agene, 
and account executive on the |. 
ley of the Sun program, annources 
that the following national ms «a- 
zines have been scheduled: A» er. 
ican Home, Atlantic Monthly, Be ter 
Homes & Gardens, Country | fe. 
Fortune, Harper’s, Harper’s Ba: ar. 


National Geographic, Newsw ek 
The New Yorker, Time, Town 
Country, Travel Magazine 


Vogue. 


Plan December Meeting 
for Central Four A’‘s 


Plans for the annual conde: seq 
convention of the Central Covngei] 
of the American Association of \q- 
vertising Agencies early in De- 
cember in Chicago have been nr ade 
by the board of governors, meting 
with Frederic R. Gamble, ma) ag- 
ing director. Arthur E. Tat!am 
vice-president and manager of th 
Chicago office of Young & Rubicam. 
will be general chairman. 

The one-day convention vill 
consist of a morning meetin: of 
Four A agency executives, an ex- 
ecutive luncheon, an_ afternoon 
meeting of agency departmenta! 
groups and a dinner. 


no need to gamble. 


any other publication in 


The A hnens (i ound- uf 


THE FIRST IN A SERIES OF ANNUAL REPORTS PRESENTED BY 
AHRENS PUBLICATIONS FOR ADVERTISERS AND AGENCIES 


HOTEL MANAGEMENT 
CONSISTENTLY 


Your No. 1 Buy in the Hotel Field - 


Putting your money on a winning horse is always smart 
business. It eliminates the gambling element. 
chances only when there’s no other alternative. But when 
it comes to the hotel field and Hotel Management, there’s 


Hotel Management without interruption since 1925, has 
been the leading publication for hotel operators. These same 
operators are in unanimous agreement that Hotel Manage- 
ment has contributed more to profitable hotel operation than 


the history of the business. 


Published by Ahrens Publishing Company, the largest 
publishers of hotel and restaurant magazines in the country, 
Hotel Management has been, above all, consistent in its 
record of supremacy. Not short, hot flashes. But a nineteen 
year record of steady growth. 

This report of its activities for the past year is designed 
to help advertisers and agencies to get the complete facts 
about the publication. Its purpose is to round up the story 
for the men who are making advertising schedules for 1941.| era: to New York instead 


A CONSISTENT Editorial Program| dishes...menu ideas every 


Take your 


month | / 


Odessa, New York) . there hi 
found many examples of the NEW 
trend in hotel operation: the small, 
50-200 room hotel... the reason of 
course, is highway traffic ... Hotel 
Management reflects this new 
trend with a big and importa: 
series of studies on small hote! op- 
eration... started in August this 
year and will continue indefinit: 
Liquor: No hotel publication is 
complete without consistent 
phasis on liquor you'll find 
“beverage profits tips” in every 
issue of Hotel Management ... big 
feature in 1940 was the specia 
holiday liquor merchandising ar- 
ticle in November issue, 


CONSISTENT Market Improvement 


When the bombs started bursting 
and the Stukas took their first 
dives in Europe, the signal was 
given for the stoppage of travel t 
Europe. Majority of this trav 
has always been for pleasure. Ané 
that means that it is expensi' 
travel. 
It has been reliably estimated 
that American travelers former) 
spent $1,000,000,000 
foreign countries, 
Mr. and Mrs. Readymoney ar 
now traveling to Sun Vall ! 
stead of St. Moritz; to Florida a! 
Palm Springs instead of the Rhy 


annua 


business——and 
hote! rt 


That’s 
business——for 


Paris. 
meying 
|industry is just beginning 


It has been Hotel Management’s|- ; - tips on how to buy .. . series | the effects now and it shot 
sal obiective -exelusive | of charts giving useful data on | vo 
editorial o jective to use ¢ xt u e| litt kind = them even more during the « 
original material-—that is, articles | different kinds of foods - and wear 
created by hotel men and by its the climax of the year: the sixth |- 
own editorial staff. Of the 1940] annual Salad Bowl. CONSISTENT Market Progre:s 
Hotel Management editorial con-| 5 How to Buy: Mattresses, Horwath & Horwath. lk 
tents, Y8°, was written exclusively blankets, sheets, pillows, bed-| hotel accountants, report tl! 
for the publishers. | spreads, table linen and other prod- | hotel business is 4‘; bette 
Had you been a Hotel Manage-| ucts for every day purchasing by | first nine months of 1940 
ment subscriber, here are the types | the housekeeper . technical in-| was for a comparable pe 
of articles you would have read | formation for the buyer who wants | 1939. September figures s| 
during the last year: the best for the least... 6°, increase over last Sept 
1 Decoration and Mode rnization . | 6 Typical Hotel Issuc A This ane- Hotel food sales for the fit 
A series begun two years ago... -| nual study was begun in 1937. . .| months are 5° ahead; bi 
each month a story of eli — leach year the editors and the edi- | Sales up 6°  ; occupancy uy 
a de ont oneny Sh ara inf J°")| torial advisory board (80 promi-| New Hotel Building 
ot decora ha ce Seco > > > selee > : . os 
. . ' _| nent hotel men) select one hotel Suilding activity, as ever a 
2. Advertising & Merchandising: | they think typical of American ead > : " 
“ ee ae ee : : . | business man knows, has i ia 
How to successfully promote busi-| hotels ... Hotel Management edi- | immeasurably during tl as 
ness for the hotel... newspaper, | tors pick it apart for the benefit of | ..4) wx 
, : ae +1 eds : . year. Hotels have been ve! 
billboard, radio, direct mail, maga-| readers in the July issue, a part of this picture. T! 
zines all the media and tricks|,  ¢ nas a. Near cag ~ 
zines ...a 2 . i—-Small Hotels: Editor Joe Dahl | this vear is to the smalle 
used by successful hotels to stimu- dl - : , 
: has been covering a lot of ground] well traveled highway 
late business. a 7 : 
e ; . lately ...the route was an odd one | Hotel remodeling should r¢ 
pe Engineering: A tough subject, | instead of big cities (which | ord proportions. 
Since so few hotel men know how |most people associate with the Resorts are becoming rr 
to use a slide rule. Monthly articles | hotel business) he personally de-|ingly active. Florida is a! a 
written in the layman's language | toured into the hinterlands ing the best season in its |=! 
give him tips on how to save | (Stillwater, Minnesota; Wahpe-| Hotel building activity 1 
money in the basement. ton, North Dakota; Sanford, North|is unprecedented. Here 
4—-Food: Lots of new] Carolina; Norwich, Connecticut;|facts and figures of mn 
A, ~ ne, : , 
m Pe ae : 
- ‘i rae way , 
ey . 
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ADVERTISING AGE 


Aunt Abby Does 
Low Pressure 
Selling of Tea 


Hoboken, N. J., Oct. 23.—Follow- 
ing a test in newspapers in several 
cities, Thomas J. Lipton, Inc., has 
launched a campaign featuring the 
“back porch philosopher” technique 
in 600 newspapers throughout the 
country and six farm publications. 
The drive will continue for the re- 
mainder of the year, according to 
Robert L. McMillan, advertising 
manager. 

The tea promotion introduces a 
new character, Aunt Abby, as the 
purveyor of homely bits of news 
about imaginary people and random 
philosophical remarks and follows a 
newspaper check which determined 
that this type of copy is highly ef- 
fective in attracting and holding 
reader interest. 

Aunt Abby’s remarks appear in 
column form under a cartoon illus- 
tration and the heading “Aunt 
Abby says.”’ Typical effusions from 
the pen of this newest of newspaper 
columnists are: “Sometimes I 
wonder if a man wouldn’t rather 
have his wife get fat than hear her 
talk about her diet and reducin’ ex- 
ercises all the time,” and “No fancy 


parties an’ such for us. But I like 
to have a neighbor drop in for a 
chat. And my refreshments aren't 
going to break us—when even as 
grand a tea as LIPTON’S costs less 


SAVINGS ARE CONSTANT, ACCORDING TO CU LITERATURE 


WERE ARE THE RESULTS OF WR. & MRS. X'S NIGHT OF FIGURING: 


CONSUMERS UNION PRESENTS A BOX SCORE 
than anything you kin serve ‘cept What we can save this year by changing from 
7 peed Abby mentions Lipton’s tea Here are the results of the X's night of figuring: “Not Acceptable” or “Acceptable” brands listed 
in two out of four items in her What we can save a year by changing from in Consumers Union Reports to the “Best Buys. 
Sen ” a caer tS as Not Acceptable” or “Acceptable” brands listed . = : — 
column. The number of weekly in Consumers Union Reports tu the “Best Buys.” Betimated 
insertions, four at the most, varies —-————_-—__— —— a =a Se From T savings 
with different newspapers. Young Estimated 
& Rubicam is the agency. _ from __ ‘fo vearly savings Grade A milk Grade B milk $16.38 
Grade A milk rer B aw $16.38 Cashmere Bouquet soap Colgate Big Bath 2.45 
J ‘ Cashmere Bouquet soap... Colgate Big Bath veenee No-Nox Gulf gasoline Gulf Traffic - 28.00 
Luden’s Sponsors Davis Ivory flakes Kirkmae’s .. 3.75 Mobiloil +e Mommies 47.80 
No-Nox Gulf . Gulf Traffic 28.00 A bi hi ABC 19.05 
Elmer Davis, CBS news com- Mobiloil Penn-fad 17.50 se Wile Gace ole -+s+ 
mentator, is being sponsored on the Dunlop tires ..Geedrich .. 22.00 Dunlop tires ........ . Goodrich . 22.00 
Columbia Pacific network by Lu- Walk-Over shoes, men’s....A. S. Beck 5.54 Walk-Over shoes, men’s ..A. S. Beck . -» 5.54 
den’s, Inc., for its menthol cough RCA Auto Radio aay. . _. Sears’ Silvertone Auto Radio (6301) 20.00 Ivory Flakes . .Kirkman’s ... 3.78 
drops. J. M. Mathes, Inc., is the Kolynos toothpaste ..Craig-Martin toothpowder 3.48 Kolynos toothpaste . Craig-Martin 
agency Holeproof socks .« Woolworth’s “Worthtwist” 6.00 toothpowder . 3.48 
“Ss - Stove coal Pea coal 30.00 ‘ 
-raniemeemeens ? Holeproof socks . . Woolworths 
s (anth proper sdledees nt of boiler par poe firing) “Worthtwist” .. 6.00 
Levine Account to Snow Beechnut tomato juice ..Royal Scarlet 6.08 Stove coal Pea coal 30.00 
George Levine & Sons, Boston, Gilets Medel G Sasa e eS Sunbeam Shavomastan, Model M... 750 (with proper adjustment of boiler and careful fring) 
photographic equipment dealer, has f Beech-Nut temate juice ...Reyel Scartet ... 6.08 
appointed Cory Snow, Inc., Boston, —_ Savings eicthoees eren.es Gillette Model G Sunbeam Shavemaster 
to handle its advertising, using di- electric shaver Model M .... 7.50 
rect mail, general magazines and Here is the summary of the “X's night of figuring,” presented in « folder mailed 7 
wi 5 .é s. ' t ion. 
photographic publications © prospects by Consumers Union TOTAL SAVINGS FOR A YEAR $167.13 
KH] to Move Studios 


KHJ, key station of the Don Lee 
network on the Pacific Coast, and 
Los Angeles outlet for Mutual net- 
work programs, will shortly move 
to the studios formerly occupied by 
NBC at 5515 Melrose avenue. 


these two illustrations. 


price fluctuations as gasoline. 


is replaced by Apex washing machine in the later version. 


An interesting study in promotion, as exemplified by membership literature mailed out by Consumers Union 
The one at the left is reprinted from the Feb. 19, 
version of how to save money by using CU reports. 
ing of eight months, the savings that can be made are exactly the same, to the penny, even on items with such frequent 
The difference in the total is due to the fact that RCA auto radio, in the earlier version, 
All other items are identical in both versions. 


, is shown in 


1940. issue of Advertising Age, and shows CU's 
The one at right was received last week. 


Note that despite the pass- 


Cs 


fy building for the first nine| t 
fy months of 1940 as compared] 1 
4 
4 
{ 


Ist 9 months 1940 


No. of New Hotels 
Floor area (Sq. Ft.) 
Valuation 


3,942,000 
$18,286,000 
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o the same period of 


1939 and|14 years 
938 (from F. W. 


Dodge Corp.) 
Ist 9 months 1939 = ¢) Increase 


512 473 8.5 


Bigelow Sanford; 
Frigidaire; Heinz; Libbey 
Glass; McGraw Electric. 

13 years—Dupont. 
2,397,000 64.4 | 12 years—-Carrier; Chase; 

$12,885,000 41.9 | 11 years-—-Ford Motor; 


Ruben. 
Formica; 


HOTEL MANAGEMENT — 10 Year Circulation Record Lewis Training; Lever; Well- 
1930 ‘31 |= 3233 34 3S 386 37) 3B 3940 EVER Sones. 
9,000 zi! | CONSISTENT Service 
8,000 yo BULK These are the principal services 
TOTAL NET PAID INCLUD) ao which are now offered to adver- 
7,000 tisers: 
, dee ~ 1—Monthly bulletin, “The Dealer” 
6,000 oU gt "square" giving news of the business of sell- 
pANAGING OF) =" ing to hotels and restaurants. In- 
) oF eee , 3 
$,000 o Met cludes special sales leads service. 
oe? Pe, wnt oe Sent to advertisers and their sales- 
ae” 9 «* . ° — ° 
4,000 P**" o* men; special list of food service 
equipment dealers; list of top man- 
3,000 ufacturers’ agents. 


CONSISTENT Circulation 
Hotel Management’s circulation 


its inception. Never marked by 
violent ups and downs, it has con- | ¢ 


sistently delivered the finest audi- | mately three times that of the sec- 


ence among top flight hotel opera- | ¢ 


tors. parisons for the first 10 months of 
1940 give a pretty good indication 


Herewith a chart to illustrate 


this point. Shows net paid circu-| 


lation and total in the all impor-| Lineage of A.B.C. hotel publications Ist 9 
tant owning and managing group | months 1940 (hotel advertising excluded) 
Hotel Management ...........4 
Publication B 
than its initial circulation guaran- | Publication C 
Publication D 


. over 10 year period. 
Hotel Management goes further 


tee. (Last audit 
8,536 net paid). 


A.B.C. report: 
The most recent 


analysis indicates that there are|far this : : 
each copy of the | have elected to use Hotel Manage- their wares (free of charge) to the 
ment as 
front cover of each issue encour-| medium in the hotel field. 


CONSISTENTLY Productive 6 


6.8 readers for 
magazine. The routing slip on the 
ages pass around readership. 
CONSISTENT Readership 


Here again is an excellent example 
of Hotel Manage ment’s consistency 
ndelivering an attentive audience 
for its advertisers. Since 1925 no 
mbiased survey of hotel publica- 
tions has failed to prove HOTEL 
MANAGEMENT, hy a wide margin, 
the outstanding magazine among 


hot ercecutives, | 


The most recent survey of reader | 
nterest was made by the Earle 
in, Inc., advertising agency of 
go. The survey was paid for 
y by the four A.B.C. hotel 
ations. In reply to the ques- 
Which is the one hotel maga- 
you prefer,” the following 


answer was received: 
fotel Management $52 
‘ublication 2 114 
thlication 3 66 
hlication A 47 
(1 he tudis how similar results) 


CONSISTENT Lineage Record 
Hotel 


growth has been consistent since |e 
facturers’ 


2—-Direct mail service to help ad- 


vertisers merchandise their adver- 
tising. Nearly 150,000 names of 
ach year since 1925 more manu-| hotel and restaurant buying fac- 
advertising than any|tors on addressograph plates. 
ther hotel publication. (Approxi-| 9 Copy testing service for adver- 
tisers who are undecided about 
their approach. We send your ad 
to important hotel or restaurant 
men for their opinion. 


Management has carried 


ynd paper.) The following com- 


of the degree of that leadership: i Merthandleian counadl for ob 


vertisers who want the benefit of 
our 20 years of dealing with thou- 
sands of hotel and restaurant mer- 
chandising problems. 

Permanent Exhibit of Adver- 
Products in New York of- 
where advertisers exhibit 


27 Pages 
175 Pages 
109 Pages |* 
84 Pages| %- . 
It is interesting to note that so| ‘’8¢"s 
year 89 manufacturers | fices 


hundreds of hotel and restaurant 


advertising na “ 
operators who visit these offices. 


their only 

A regular copy service depart- 

No publication could be consis- |" nt is maintained for the benefit 

tently ahead of the field. as Hotel of advertisers who have no facili- 

Management has been, without | “es for producing copy and layout 

producing results for its adver- and art. 

tisers. The best case history is a 

satisfied customer. And a satisfied 

customer consistently  re-orders. 

Here is a list of accounts that have 

appeared in Hotel Management 

without interruption for 11. or 

more years. (The publication is 18 

years old.) 

SATISFIED CUSTOMERS | 

18 years—Cannon; General Elec- 
tric; Alexander Smith. 

17 years—Anegelica; Benedict ; Col- 
gate-Palmolive; Colt’s Patent] 
Fire Arms; J. B. Ford; Libby, 
McNeill, & Libby: McCray; Pe-| 

| 
| 


HOTEL BUYER'S DIRECTORY 


Last November we announced that 
the hotel and restaurant industries 
would have a Buyer's Directory. The 
Restaurant Buyer'sDirectoryisareal 
ity (258 pages ofit!), made itsappear 
ance on October 7th as the October 
issue of Restaurant Management 
The Hotel Buyer's Directory will 
be ready for distribution on March 
| ith, to coincide with the opening 
| of the Midwest Hotel Show in 
| Chicago. It will take the place of 
the March issue of Hotel Manage 
ment. It will be similar in content 
and format to the Restaurant Buyer's 
Directory. In a few words, it will 
be a complete directory of original 


quot; Procter & Gamble. squrees oc ouppiyter hotel buyer 
15 E Lal t The Hotel Buyer's Directory will 
o oe concsmecs Lanoravwory have a total distribution in excess of 
Hall China; Hobart; Michivan 12.000, including Hotel Manage- 
Stove: Standard Gas: Utica ment’s regular A. B.C. circulation 
Sheets. | 
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HOTEL MANAGEMENT 


AN AHRENS dep PUBLICATION 
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AHRENS PUBLISHING COMPANY - 222 E. 42 ST., NEW YORK CITY - 333 N. MICHIGAN AVE., CHICAGO 


CONSISTENTLY your No. 1 Buy in the Hotel Field 
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Goudey Co. Uses 


| to promote the 


1/10 First 


Patriotic Theme 
in Gum Promotion 


Boston, Oct. 24 The Goudey 
Company, Boston, maker of chew- 
ing gum, is using a patriotic theme 
sale of First Column 
Defense gum among youngsters 
with all the familiar paraphernalia 
of a certificate of membership as a 
First Column Defender, an official 
membership card, the collection of 
patriotic cards and membership 
shields 

“First column is the opposite of 
fifth column!!"” says the gum wrap- 
per, inside of which, besides a gar- 
gantuan rectangle of gum, is one of 
the patriotic cards which make up 
the collection. A note to parents 
and teachers advises that “the pur- 
pose of this card series is to kindle a 
deeper sense of patriotism by por- 
traying ideals and principles on 
which our country is founded. We 
earnestly ask your support and 
membership in this movement and 
will welcome your suggestions for 
making it a greater influence in the 
safeguarding of our America.” 

Another part of the wrapper ad- 
vises the youngster that if he will 
enclose his name and address with 
Column Defender wrap- 
pers and 10 cents and send it to the 


company he will get the metal 
shield, the registered membership 
number, the official membership 
card, etc. The plan was developed 
and completed by the Forbes Litho- 
graph Mfg. Company, Boston, for 
the Goudey Company 


Brownholtz, Dennett 


Win Advancement 


L. H. Brownholtz, Chicago man- 
ager of O'Mara & Ormsbee, Inc., 
newspaper representative, has been 
transferred to New York as vice- 
president in charge of Eastern 
business. Mr. Brownholtz was the 
guest of Chicago newspaper repre- 
sentatives at a farewell luncheon at 
the Medinah Club Oct. 22. 

Kenneth Dennett, who has been 
with the Chicago office of O’Mara 
& Ormsbee for 13 years, succeeds 
Mr. Brownholtz as manager. Dwight 
I. (Bud) Skinner has joined the 
Chicago staff, coming from John W. 
Cullen Company. He was formerly 
with the Chicago Tribune and Des 
Moines Register and Tribune. 


Coe, Guy & Walter 
Seeks Settlement 

Coe, Guy & Walter, Chicago 
agency, is seeking permission of its 
creditors to put into effect an 
arrangement for paying off un- 
secured creditors, allowing the com- 
pany to continue in business in 
order to do this. Creditors will 
meet Oct. 29 to act on the proposal. 


JOHNNIE NEBLETT 


1,688 quarter hours 
of sportcasts for one 
year with KWK— — 
and not one of them 
sustaining. 
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Organize for 
National Poultry 
and Egg Drive 


Propose Voluntary Tax 


on Industry to Finance 
Promotion Plan 
Chicago, Oct. 


the consumption of eggs by means 
of a nation-wide promotion cam- 


paign is contemplated by the Na-| 


tional Poultry & Egg Board as a 
result of action taken by an execu- 
tive committee of the board Oct. 1] 
at Atlantic City, N. J. 

Glenn H. Campbell, secretary of 
the board and head of the Camp- 
bell-Sanford Advertising Company, 


Cleveland, was named chairman of | 


the public relations committee. He 
has revealed that “educational 
work of the board will be coordi- 
nated with brand advertising placed 
by affiliated distributors with the 
expectation that this form of pro- 
motion will be enlarged.” 

A minimum of $50,000 is set for 
the first year’s work with probably 


23.—Stimulation of | 


|torial material to 
| bers, 


| available, 


twice as much needed for the sec- 
ond year. Lloyd S. Tenny, board 
treasurer, has reported that $24,000 
is now in the bank with additional 
pledges which will bring’ the 
amount up to $32,000. A perma- 
nent financing plan, which includes 
a voluntary tax applied to all sec- 
tions of the industry, has been pro- 
posed and will be brought into ef- 
fect after the first year, if approved. 


Will Supply Material 


The public relations committee 
headed by Mr. Campbell, which will 
have charge of publicity, advertis- 
ing, etc., 


The board will furnish radio 
scripts, advertising mats, and edi- 
industry mem- 
newspapers, trade papers, 
radio stations and others. Photo- 
graphic material will be made 
covering all phases of 
poultry and eggs for human con- 
sumption. 

Close cooperation will be main- 
tained with the U. S. Department 
of Agriculture and with state col- 
leges, public health authorities, 
teachers and others interested in 
poultry in the human diet. This 
work will be carried on through an 
advisory council now being organ- 
ized among educators and research 
men. One of the tasks contem- 


includes A. O. Hanke, Mt. | 
| Morris, Ill., and H. G. Eisert, Chi- 
| cago. 


| activities 


plated by the board will be the. 


safeguarding of poultry and poul- 
try products to insure customer 
satisfaction. 

Offices of the board have been 


established at 308 W. Washington | 


street, Chicago, with Homer I. 
Huntington, as manager. The ex- 
perimental kitchen, previously op- 
erated by the Institute of American 
Poultry Industries, has been taken 
over by the board. Home economics 
will be supervised by 
Kathryn B. Niles. 


Will Push Turkeys 


Herman Demme, of the National 
Poultry Producers’ Federation and 
president of the board, said that the 


|object of the educational plans “is 


to help Old Biddy cackle concern- 
ing the value of poultry and poultry 
products in the human diet. So far, 
the poultry industry has been very 
quiet concerning itself but we have 
taken a lesson from our chief pro- 
ducer and henceforth we’ll cackle.” 

The first subject to receive atten- 
tion from the newly-organized 
board was the nation’s bumper tur- 
key crop, fast rounding into form 
for Thanksgiving tables. 


Members of the board are: 


Charles W. Wampler, National Tur- 
Herbert Beyers, | 


key Federation; 
Northwestern Turkey Growers As- 
sociation; Hobart Creighton, U. S. 
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CATALOGS 


Wabash 3380 


Our Large Fireproof Building 


Completely equipped with modern automatic machinery 
for the economical and satisfactory production of 


PUBLICATIONS 


HOUSE ORGANS— BULLETINS 


Our prices are reasonable for the quality of work desired, and orders 
of any size can be handled efficiently and promptly. 
Booklet or Broadside, each is handled by men with 
years of experience in the highest standard of quality. 


We welcome an opportunity to discuss your printing 
Estimates gladly furnished. 


PRINTING PRODUCTS CORPORATION 


Be it Catalog, 


CHICAGO 


a 
—— 


BAB-O SAMPLES ON SHOPPING NEWS PAGE 


DOWNTOWN SHOPPING BEWE THY 


PEDsY OCTORER ne ok a 


~ MADAM! PLEASE ACCEPT THIS} 
FREE TRIAL GIFT OF B 


Offer made so you can see with your own eyes that 
Bab-O cleans faster —easier— goes further! 


LEARN—ABSOLUTELY FREE—THE THRILL OF CLEANING THIS 
EASY, SAFE WAY 2 MILLION HOUSEWIVES ALREADY USE! 
yew bed whet we say is ree, pee 


PICTURES TO LEARN HOW 
GREASE-DISSOLVING BAB-O 
SAVES HOUSEWIVES TIME, 


STUDY THESE CANDID 


MONEY AND WORK! 


As sew eenmt teresa ote ws B6OO ete Otay 


al OUR OFFE 


" (ciara 


OF GAY, COLORFUL 


sca. DISH TOWELS 


255295 


gyn ae ee tele the 


oe ey eee ee ve 
+17 Dam Towers ae oe ee 


ma gy Diy orgt va eae 


A paper package simulating the Bab-O can and containing a two-day sample 


of the product was attached to the upper right corner of this full page in 


Chicago's 


“Downtown Shopping News,” 


and thus delivered to 740,000 homes. 


Record of Performance Federation; 
| Frank Priebe, Institute of American 
Poultry Industries; 


| 


through a 33-week schedule. Em- 


|phasis will be placed on butter and 


W. F. Leimert, | cheese in the Eastern markets whik 


tar. Hu Egg Products Association; butter, cheese, milk and ice crean 


Mr. Huntington, manager, 


formerly | will be featured in markets located 


| with the New England Fresh Egg |in participating states. Details wer 


| Institute; Mr. Eisert, Poultry Pub- 
|lishers Association; Andrew Chris- | 
| tie, Northwestern Federation of 
Egg & Poultry Cooperatives; Ralph 
M. Field, American Feed Manufac- 
turers Association; L. S. Tenny, 
Chicago Mercantile Exchange; Mr. 
| Demme, president; Clyde 


| operative Association; J. C. Huttar, 
Cooperative 
|B. Loucks, New Mercantile Ex- 
|change; Leon Todd, Northeastern 
Poultry Producers Council; L. G. 
McConkey, Butter & Egg Associa- | 
tion, and Harry Atkins, American | 
Poultry Association. 


TO USE NEWSPAPERS, RADIO 

Chicago, Oct. 23.—The $250,000 
campaign sponsored by the Ameri- 
can Dairy Association has been in- 
| augurated with merchandising or- 
ganizations being set up in retail 
markets, Twenty-two newspapers 
and 32 radio stations in 12 key 
j}markets will carry the advertising 
| 


C. Ed-| 
|}monds, Utah Poultry Producers Co- | 


| 


G.L.F. Exchange; W. | 


‘reported in the Sept. 9 
| ADVERTISING AGE. 


Feature Dairy Products 


Under the direction of the asso- 
ciation, dairy product merchandis- 
ing men in the various markets ar‘ 
making arrangements with retail 
organizations, both chain and inde- 
pendent, to feature dairy products 
at the point-of-sale. Special mer- 
chandising events will be planned 
for special seasons and premium of- 
ifers will be injected at intervals 
The campaign is under the super- 
vision of Owen M. Richards, direc- 
tor of advertising. Lord & Thomas 


issue of 


NATIONAL DAIRY CAMPAIGN Chicago, is the agency. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. me and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Plant- 
ing Tables, Fishing Calendars, etc. 

HART WRIGHT COMPANY 


Clearwater, Florida (Winter Office) _ 


THE 


YOU CAN'T LOSE 
—in that important emergency 


“RUSH” —a familiar term. How often have yo. 
a written it on an order to your Typographe: 
canine. Engraver and Printer—then sat back and won 
dered if all three would make good! For, 
only one falls down your schedule is shattere: 
Faithorn Compositors, Engravers and Pressme 
—all under ONE roof — strive mightily, eac 
craft to match the other two in swift an 

sure co-operation to meet your 
Lt Faithorn brings certainty instead of doub 


FAITHORN CORPORATIOD 


— 


“deadline 


Ad-Setters e Engravers e Printer 


a rg rg 


504 Sherman St., Chicago * Phone Wab. 782‘ | 
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TESTING COPY 


The first national advertising in ten 
years for Easy Washing Machine Com- 
pany is compared with a factory model 
of the machine by B. L. Finn, left, adver- 
tising manager, J. J. Nance, general 


‘sire for time and labor-saving de- 
vices. 


sales manager, and S. P. Irvin, vice-presi- | 
dent in charge of the Buffalo office of | 


Batten, Barton, Durstine & Osborn, the 
agency. 


Biological Urge 
Put at Bottom 
in Burt's Book 


New York, Oct. 24.—Sex appeal | 


is the least effective of all sales ar- 
guments, in the opinion of F. Allen 
Burt, account executive of Albert 
Frank-Guenther Law, Inc., who 
also doubles as an advertising in- 
structor at Boston University. Mr. 
Burt lists eight chief appeals in his 
new book, “Successful Advertise- 
ments and How to Write Them,” 


just published by Harper & 
Brothers. 
He regards self-preservation as 


the most potent appeal and ranks 
vanity, love of ease, love of beauty, 
love of family, constructive urge, 
greed and sex appeal as the others. 
His analysis of these appeals is also 
interesting. 

“Self-preservation is the strong- 


“Love of ease gives us our de-| 


We say the human animal 
is by nature lazy. He is when it 
comes to wasting effort. He is 
tremendously active when he is do- 
ing something he likes to do or 
when he is earning good money. 
Take away the incentive of ad- 
vancement and he appears posi- 
tively lazy.” 

Beauty has become such a pri- 
mary sales factor that the kitchen 
stove which is not streamlined and 
colored has little chance to compete 
successfully, Mr. Burt said. Love 
of family finds its outlet in many 
ways. Constructive urge is found 
in most human beings, and it may 


take the form of cooking, dress- 


making, millinery, bridgebuilding, 
brick masonry, carpentry, black- 
smithing “or even teaching or writ- 
ing.” It is one of the most funda- 
mental of all urges. 


A New Definition 


Mr. Burt says that some greedy 
persons are called altruistic. Gen- 
erally speaking, he contends, altru- 
ism is a form of vanity, though oc- 
casionally a truly altruistic member 
of society is discovered. 

Getting down to sex appeal, 
which many advertisers apparently 
regard as No. 1 on their own lists, 
Mr. Burt reveals himself as thor- 
oughly disillusioned by quoting the 
writer who described it as: “that 
biological urge we call romance.” 


part, however, as a peep at the 
dedication of his new volume 
proves. 


Formfit Sponsoring 
National Glamor Week 


A National Glamor Week be- 
ginning Nov. 4 is being sponsore 
by the Formfit Company, Chicago, 
through its dealer outlets. The idea 
will not be limited to corsets, how- 
ever, but is intended to include pro- 
motion not only of ready-to-wear 
and accessories but, where there 
also are furniture and household 
departments the week may be used 
to promote glamor in the home, 
glamor in the kitchen, etc. 
| Formfit is supplying its outlets 
|with such promotion pieces as 
easeled and mounted cards, window 


This is a mere pose on Mr. Burt’s | backgrounds, and newspaper mats. 


Merrill Meigs Takes 


Defense Assignment 


Merrill C. Meigs, publisher, Chi- 
‘cago Herald-American, has been 
'appointed head of the aircraft di- 
vision, National Defense Advisory 
|Commission, and will take up his 
|new duties in Washington Nov. 1. 

Mr. Meigs, who has held a pilot’s 
license for many years, will turn 
over his publishing duties to T. J. 
White, president of the Chicago 
Herald-American. 


KLRA Now 5,000 Watts 


KLRA, the Arkansas Gazette 
radio station at Little Rock, Ark., 
is now operating day and night 
with 5,000 watts power. A new 
300-foot directional antenna also is 
being used. 


MAIN 


ot. 


est urge of humankind,” said Mr. | 


Burt. “It combines in itself the ap- 
peals of fearing, feeding and fight- 
ing. It might almost be said to 


include all of the eight, though it is | 


somewhat easier to broaden and to 
vary our sales appeals if we think 


of eight rather than of only one.” | 


White-Washes “Vanity” 


Mr. Burt lifts some of the stigma 
from “vanity,” which 


to be well thought of. 
“That includes all appeals 
charity, hospitality and civic pride, 


he regards 
merely as the deeply human desire | 


for 


| 


| 
| 


as well as the beautifying appeal | 


and the urge to accomplish any- | 


thing that will gain public or priv- | 
ate appreciation and applause,” he | 


explains. 


.GET THE EDGE ON 


DEADLINES_ 


RAILWAY EXPRESS speed always 


&ics you the edge when you've a 
desdline to catch or need something 
quck. Specify RAILWAY EXPRESS for 


yo. r deliveries. It pays you in certainty 
an’ peace of mind. Your half-tones, 
elk (ros, art work, equipment, any- 
thiog you ship or require, will get 
e quicker! Low, economical rates. 


Pic \-up and romp 4 in all cities and 
Pr cipal towns, without extra charge. 
Jus: phone. 


For super-speed, use AIR 
EXPRESS—3 miles a minute 
~ \pecial pick-up — special delivery. 


RATLWAY. EXPRESS 


NATION-WIDE RAIL-AIR SERVICE 


| 


Y 
| 


Ourpoor | \DVERTISING I 


ANY MARKET 
ATANY TIME 


Spotty distribution problems are 


most easily solved by Outdoor 


Advertising’s flexibility. Select by 


your own yardstick the markets to 


N 


COR 


be sold...by villages...towns...cities 
... Climatic zones. Outdoor Advertis- 
ing’s selling force is ready to serve 


where and when it is most needed! 


—— - 


PORATED 


| National Sales Representative of the Outdoor Industry 
| 60 East 42nd Street, New York City 
| Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St. Louis + San Francisco 
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hitherto will again 
paign for the first period of 1941. 
The list embraces 253 newspapers 
in 171 cities and 16 magazines. The 
latter alone will account for 248,- 
000,000 messages. The campaign to 
physicians will also be continued 
through L. G. Maison & Co., Chi- 
cago. 


Meat Packers. carry the cam- 
Adopt Group Name 
Used in Copy 


Get Preview of Plans 
for First Third of the 
New Year 


Breeders to Help 


G. F. Swift, chairman of the In- 


| tions, inaugurated the meeting, and 
was followed by R. A. Rath, chair- 
man, advertising planning commit- 
Like the qual-| tee, Elmo Roper, in charge of re- 
ity of mercy, advertising affects| search, and others. Mr. Swift said 
“him that gives and him _ that| that the Institute is working closely 
takes.” The truth of this state-| with the National Livestock and 
ment was exemplified here today|Meat Board as well as with col- 
when the Institute of American | leges throughout the country, and 
Meat Packers, after hearing a re-|that producers (breeders) will 
port on results of advertising al-| shortly be brought more definitely 
ready run and looking at copy to! into the picture. 
appear during the first four months! Assessments for advertising are 
of 1941, decided to abandon its old| being paid promptly, Mr. Swift 
name for that signed to the adver-| said, and the money is “practically 
tising. Thus the organization be- | in” to cover expenditures to Oct. 
comes the American Meat Institute,| 31, 1941. Mr. Swift believes the 
effective immediately. | campaign will level fluctuation in 
R. N. Heath, executive vice- | receipts by packers and thus end 
president, Leo Burnett Company, | one source of high overhead. He 
agency in charge of the general ad- | added that a permanent organiza- 
vertising, presided at the session | tion is being formed to contact meat 
this morning, where it was an- | retailers and keep them tied into 
nounced that the media used|the campaign. 


Chicago, Oct. 22.- 


stitute’s committee on public rela- | 


Mr. Rath, reporting also for Don | 
| Smith, advertising manager of Wil- | 


son & Co., who was chairman of 
| the sub-committee appointed to | 
|}select an advertising agency, re- | 


ganizations go after $2,000,000 ac- 
counts than small ones. Only 14 | 
agencies submitted presentations to | 
Mr. Smith’s committee, while 50 re- 
cently competed for a $250,000 ac- 
| count. 

Mr. Rath said that a mass of ma- 
|terial which can be used in adver- 
| tising has come from scientific men, | 
following appearance of the first | 


| vealed that far fewer agency or- | 
} 


copy. An authority at Northwest- | 


ern University, for instance, com- | 
mented that much harm has been 
|done by restrictions on diet, and 
particularly in use of meat, which | 
is high in protein content. 
content of the blood is important 
in surgery, the professor pointed 
out. 


Mahan Joins Staff 


Commenting on the need for con- 
stant contact with retailers, Mr. 
Rath announced that Frank W. 
Mahan, who has been in charge of 
trade contact work for This Week 
in the Middle West, has been lent 
|to the Institute to direct this work. 
| Mr. Heath reviewed the reasons 
|'why the meat industry needs ad- 
'vertising. Outstanding is a 20 per 


Protein | 


DEFENSE, BUT MOTOR CARS TOO 


atin 


An 


ANNOUN 


demonstrated thew vervatil 


GENERAL, MOTORS secognizes 
he or a alizes vis de 


esent emergency. I 


ty to the mation 


revolutionize transportation 


wt in addition General Motors 
ja) has a second responsiblity 
ervcan defense derpands 


8 contribution to one high! 
| 
ethy! lead as a component of 
the relationship of the tue! to 


General Motors. We are or 


ly me «ith ts conception of thes dual responssbibty Motors 1941 models. 
General Motors presents at this time its 1941 offerings 
bined with the important 


ed under the delense pro 


| 


| 


| 


be ginning of the industry. has made far-reaching contr) 
butions to technica! progress, [It has contributed itm 
portant!, to the motor cars becoming the servicesble 
lay. From the electric self-starter in 
the carly days down through the years, one engineer 
img achievement has followed another. And in great 
variety: tilt-heam headlights, Duco lecquer Snishes. 
crankcase ventilanem. eyncro-mesh tranamrmaeon. Fisher 
Ne Draft Ventilation. Knee. Action wheels, Turret Top. 
@ltemene Manmemiserons and steering cohumm grarshitt 


Bu thet «a net ail! General Motors techmenns have 


cwmreveourttr © POmrta€c 


uty by developing such en are 
@ncering products as the Diese! locomotive destined to That is » most important tearure. “The changes @ grer 

an outstanding development in aviation engine prac 
ee and now coming into mass production us making 
techmca! phase of the prob 
lem of National Defense. And in an allied feld, tetre 


power with less weight and with greeter efficiency. As 
@ result, not an airplane leaves the ground toda 
in eflect reflecting tribute to the technical capecity of 
oud of this record of sone 
plshment. It is the accumulated expernance of such an 
engineering group that hes been built inte the General 


In the different lines of motor cars comprising the Gen: 
e will be found countless 
refinements and innovations some in some cars. some 
in others. but reflected to an im 


eral Motors offerings. ther 


tue! coonomy This is exe 


A salety beature earthy of nate hamrd ummne the | eustec! 
Turret Top bedy troduced by General Motors same 
Peer Aer comets of af) bonny sein g pmrung from the tran 
Thess they ogee agasnet the mumdetream of 8 car in maton 
Thee semde to chemmete the hasard of doors pm inging sper 
it scctdentally unletched The seme feature provides 
frester camveavemae ter tron! and reer dem pamengers 
shghting trom (he cor ot the mame tome 


AN reer ete cement) Movers ern ouincadd «ane mechensane 
to connect the axle with the engine the Hydre- Mate 


o.tosemoerin ie 


CEMENT 


Vow sanpty acer! The clutch = entwrely etemoeiog 


ratio oF peed: are automatic This deview is denigned te 
tahe the tramumasos out of driving ectmmue Aad « 
cxemplited @ Oldumobiie The 


by rail. The Allison engine 


try + progress io thus important Geld Thus & pregren 
peoedenes Loe more haghi: rehmnd enc emewhe: ramp 
bed form che Hydro Meta drive oll he cnetmuad @ Ge 
1941 line You certainly will be intrigued when you aw 
and 1) the etereeting marten van. 


gasoline has revohtron ted 
he engine producing more 


y without 


Bul (De ohere motor cer bes Derame mare thas some 
thing io which to ge trom place to place For many 
oe samnetbing to ve with Hamer more camtor. more 
Linnun of appeenrment and merensed rece omese charm 
terine the cow devigns, General Motors 1941 cars are 
larger. ‘The seats are wider, Thus there is more room 
lor both pamengers and baggage The comoweliment of - 
nang boards made the body « another anovenon The 
appmotments are mare hitursus These shuld he um 
portant degree om all portent conendere cos 6 detcrm.oung (he moter cer = 
SW drive ow 1941 


\ techowal umgrovement of unpnrtance = 0 ore tue! 


Nor that all! The “Torpedo” type-the body sensation 
of 1960 has been continued with even greater apps! 


General Motors hopes that when you bave seen and 
heeome acquainted with these 1941 motor cars you # 
be os eothusestic shout them as we are. And that yo 
will get as great o thrill out of ther interesting features 
their perturmence. attractiveness, serviceability ani 
utility @2 we heave m thew creation and im presenting 
them to vou of the time 


GENERAL MOTORS CORPORATIOW 


surce caorteac 


General Motors’ institutional advertisement which appeared last week in maga- 
zines and a long list of newspapers, simultaneously with the opening of the 
New York automobile show. 


|cent loss in per capita consumption 
'in 31 years, with flour and potatoes 
isharing the decline. Carrots and 
cauliflower have profited, with the 
|former gaining 144 per cent in 20 
|years and the latter 100 per cent. 
| Grapefruit juice is the present sen- 
|sation of the food field, having 
'registered a gain of 3,600 per cent 


in six years. 
Mr. Heath said that after his 
'agency had been selected by the 


/committee, it proceeded on a tour 
|of the country by truck to make the 
same presentation to every member 
of the Institute. This was accom- 
|plished in three months, with 77,- 
|000 retailers being contacted in the 
|same time but by different means. 
Retail advertising has capitalized 
‘on the Institute’s copy and ideas. 
Restaurants and many other indus- 
tries are also tying in with the cen- 
| tral drive. 


| Educating the Buyer 


Mr. Roper described preliminary 
research done by his organization 
)and said that a final report will be 
jmade in December. Predicting in 
/an aside that many research repu- 
tations are likely to go the way of 
|The Literary Digest Nov. 6, Mr. 
Roper said that the old battle of the 
jsexes is being refought over the 
|}meat issue. Mothers generally 
|have had the feeling that they have 
‘served too much meat on the table, 
while fathers like the taste of meat 
and insist on having it, regardless 
of any train of ills which 
think follows in its wake. 


Presentation of 1941 advertising 
indicated that father will win the 
struggle. Even a much maligned 


food will be glorified as “The Great | 


American Pork Chop, natural 
source of vitamin B,.” The vita- 
min story will permeate most of the 
copy for the first quarter of 1941, 
Leo Burnett Company feeling that 


the public wants to get vitamins 
from natural sources, rather than 
from bottles. Retail display ma- 


terial will show vitamin content of 
every kind of meat. 
Cooperation Is Rule 

Advertising will be timed to fea- 
ture meats which are most 
dant. Pork will hold forth during 
the first two months, while late 
March and April will see the ad- 


vent of “Ham, ham, beautiful 
ham.” Housewives will also get 
“Five new ways to serve leftover 
ham.” 


Meat’s role in helping the coun- 
try’s women get back into size 16 


dresses will receive 


exploitation in newspaper advertis- 
ing. 

Magazines on the list for the first 
quarter include American, Ameri- 
can Home, Better Homes & Gar- 
dens, Collier’s, Cosmopolitan, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Liberty, Life, Look, McCall's, 
Parents’, The Saturday Evening 
Post, True Story and Woman's 
Home Companion. 

One of the exhibits at today’s 
meeting concerned the advance of 
cooperative advertising. It indi- 
cated that in 1916 there were 15 
such campaigns involving expendi- 
ture of $471,000. In 1938, the num- 
ber had increased to 53 and the 
sum to $10,000,000. A few of the 
products thus advertised are 
|oranges, paint, walnuts, air trans- 
port, truck transportation, cast iron 
pipe, tile, lettuce, electrical appli- 
ances, canned peas, cement, liquor, 
|peaches and salmon. 


Mowbell Joins Meak 


Rhoades V. Newbell, 


former]y 


some | 


abun- | 


considerable | 


with the Geo. D. Roper Corpora- 
ition, Rockford, Ill., has become an 
account executive with Howard H 
Monk and Associates, Rockford. 


Medco Foods to Robinson 


Red-ee Foods, Inc., has appointed 
|\Elwood J. Robinson Advertising 
Agency, Los Angeles, to handle 4 
jradio and newspaper advertising 
campaign for Cinch Cake Mix. 


GUESSING 
Which Is 

Your Best 
Outlet! 


Ligtor wholesalers in 


know 


trading area which are best. 


active outlets in their territories. They p 
have LS & D sent to hev buvers in 
oulets only. Your advertising in I ” 
reaches the highest possible quality « 
tion ef concentrated busing power | 
Get full facts! 


t2nd 


liquer field. Coneorve 
Street, ‘New 


Ave.. th 


ferp.. 205 bast 
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North Michigan 


A CONOVER-MAST PUBLICATION 


LIQUOR STORE 


Largest Lineage In The Liquor F 
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UNIONS ENTER NATURAL 


Protect Terre Haule Industry and Labor! 


industries, rolroeds, truckers teemeters, miners, redrosd 
men and leborers by the thousands = Terre Heute throughout 
Vigo County os well os in Brent end Clinton, ore dependent upon 
the use of coal end coal products bor thew beng and busiwens 

A cortem compete tue! + edvertumg @ the sewspapen 
and spending thousands of dollar to strike ot the use of col 
end cod products 

De not secriice the grest industries @ Tere Heute for 
Al oms amd dreome 

Stores, restaurants, thestres and the lke ore dependent 
upon the money whch come: brom the lebor ond mvestments em 
ployed om the different pheves of the cowl industry 

Teamsters ond truckers howl cos! they canmot hou! meter 
ges Miners mine cost they cannot mine natural ges The 
ratroeds hou! cos! they connot hau! neturel ges 

Suppor your loca product ond your locel lebor 

Thos article has been hurmshed by union leborers including 
mambers of the Teamsters Union, Wood Preservers Union ond 
United Mine Workers of Amence 

The undervgned erseme bull responsibibty tor the pubb 
cation of the od entitled “PROTECT TERRE HAUTE INDUS. 
TRY AND LABOR” headed you herewith 


JOHN & BICKEL 
Pee eee 0 ema 


OKM STARKEY 
ee Os Pres ee 
JAMES SHITL 
<tr oe 


Artificial Vs. 
Natural Gas Stirs 
Newspaper Ad War 


Terre Haute, Ind., Oct. 23.—The 
advertising columns of newspapers 
in this and nearby cities are being 
made the battle ground by opposing 
interests in a controversy over 
whether to use artificial gas made 
here or Kentucky natural gas piped 
in 

The Kentucky Natural Gas Cor- 
poration, Owensboro, Ky., began the 
argument with space in local news- 
papers to muster cooperation among 
local gas users. Arguments put 
forth in favor of natural gas are 
that it is less expensive and there- 


fore would encourage an influx of 
new industries, as well as reduce 


home fuel costs. 

Now members of the C. I. O. la- 
bor organizations here have taken 
up the cudgels in favor of the arti- 
ficial gas, also via newspaper space. 
It is pointed out that thousands of 
Indiana miners, railroad men, truck - 
ers and laborers are dependent on 
the use of artificial gas for jobs, 
only Indiana coal being used in the 
artificial gas plants. The copy theme 
of the labor organizations is “Pro- 
tect Terre Haute Industry and 
Labor.” Local service clubs and the 
Junior Chamber of Commerce have 
been arguing the pros and cons of 
the situation for months. 


FCC Grants Permit 
for N. E. Station 


The Federal Communications 
Commission has granted a license 
to the Hampden - Hampshire Cor- 
poration for construction of a 
broadcasting station to cover the 
Holyoke-Northampton, Mass., area. 
Mrs. Minnie R. Dwight, publisher 
of the Holyoke Transcript-Tele- 
gram, is treasurer of the broadcast- 
ing corporation. 

Corporation officers, besides Mrs. 
Dwight, are: William Dwight of 
Holyoke, president; and Charles N. 
DeRose of the Hampshire Gazette, 
Northampton, vice-president. The 
new radio station will operate on 
1370 kilocycles with power of 250 
Watts, unlimited time. 


Publishes “Stet’’ 

Champion Paper & Fibre Com- 
pany, Hamilton, O., has published 
the first issue of “Stet,’’ house maga- 
zine for house magazine editors. The 
publication, which has been mailed 
to all editors in the United States 
Canada, is designed to act as 


é earing house of information 
Robert Newcomb, executive secre- 

of the House Magazine Insti- 
tut New York, is editor 


Wondeloom to Freund 


ndeloom Company, New York, 
ppointed Morton Freund, New 
: to direct promotion of its 
end Wonder Loom News- 

and magazines will be used 


Nemes 1 M. Hoffman 


itherneck, monthly magazine 
e United States Marine Corps, 
ppointed Irving M. Hoffman 
‘' York 


representative 


GAS WAR 


PHONE 
C-2654 


NATURAL GAS IS MORE 
ECONOMICAL MORE 
EFFICIENT 


DO YOU WANT NATURAL GAS? 


ove 


or. Natura! Gas cow . 


KENTUCKY NATURAL 


GAS CORPORATION 


TERRE HAUTE OF FICE~729 OHIO ST. 
OWENSBORO, KENTUCKY 


Dratt Effect on 
Auto Business 
Seen as Minor 


Detroit, Oct. 24. Automobile 
dealers who offer money-back guar- 
antees and similar inducements to 
prospective draftees are not taking 
too much of a risk, according to 
figures cited here this week by 
D. U. Bathrick, general man- 
ager of Pontiac. 

Only 15 per cent of the automo- 
tive transactions now on the books 
of leading finance companies cover 
purchases by men between the ages 


sales 


of 21 and 31, he said. Half of this 
group are married or have othe 


dependents, and another seven or 


eight per cent will be disqualified 
because of physical defects, thus 
leaving a possible maximum of six 
per cent of automobile purchasers 
who might be affected by the draft 

“Calculations by The Used Car 
Forum show that 75 installment 
purchases out of each 1,000 may be 
technically affected by 
tion,” Mr. Bathrick said 
finance companies fol 


conscrip- 
“Leading 
months have 


been studying the result conscrip- 
tion may have on their business 
They have learned that many of 


the accounts which are most likely 
to be affected will be saved by 
transfer of the papers to other 
members of the family Other ac- 
counts will remain on the books in 
their present status while the 
ire in service.” 


men 


To McCann-Erickson 


Empreza de Conservas Mulatinha, 
Ltda., Rio de Janeiro, has appointed 
the local office of McCann-Erickson 
to handle advertising of its pack- 
iged foods. The campaign, confined 
to the local market for the present, 
will use newspapers and radio 


NBC Shifts Vernon 


Gerald A. Vernon has been trans- 
fered from the sales promotion de- 
partment of the National Broadcast- 
ing Company in New York to a 
similar position in Chicago 


Roman to Vars 

Paul Roman has been appointed 
art director of Addison Vars, Inc., 
Buffalo. Mr. Roman has maintained 
his own studio in New York for 
the past vear. 
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THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


NEW YORK - 


‘ls; 


HAMPION 
OVE Oy: 


CHICAGO - 


and Tablet Writing . .. Over 1 


ie CHAPS 
Z CARD BAAS 


i 


TT 
Hk same high 


century, goes also into the manufacture of every other item in 


sources of material, insuring an uninterrupted supply of 


pion line shows the superior finish and printing 


qualities which are essential elements in your pre- 


scriptions for increasingly productive advertising. 


.. CANTON, N.C... . HOUSTON, TEXAS 


00,000 Pounds a Day 


DISTRICT SALES OFFICES 


PHILADELPHIA »« CLEVELAND 


* BOSTON « ST. LOUIS 


CINCINNATI 


skill that 


has produced Champion coal- 


ed papers for nearly half a 


this 


fine line... uncoated book. offset. envelope, posteard, cover. and 


cardboard. Champion is almost entirely independent of foreign 


a wide 


variety of quality papers. With these advantages, the entire Cham- 
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ADVERTISING AGE 


October 28, 1949 


24 Chains Revort 
1% Sales Gain 
for September 


Chicago, Oct. 24.—There was a 
scant one per cent increase in sales 
in September, 1940, over the corre- 
sponding month of last year among 
24 national chain stores reporting 
monthly sales to ADVERTISING AGE, 
but the total for the first nine 
months of 1940 was 7.4 per cent 
above that for the first nine months 
of 1939. 

Ten chains reported declines in 
sales for September compared with 
a year ago, while Jewel Tea led the 
pack with a 22.1 per cent gain. 

As a group the mail order chains 
had the best record for the month 
with a 3.8 per cent gain, and the 
food chains second with a 1.9 per 
cent gain. The variety and miscel- 
laneous chains, with 15 reporting, 
had a loss in monthly sales of 2.3 
per cent. 

Sears, Roebuck led the mail order 
chain store race with a 4.6 per cent 
gain while Consolidated Retail | 
Stores topped the variety and mis- 
cellaneous field with a gain of 5 per | 
cent. Walgreen registered a 1.6 per | 
cent gain in the drug field with | 
Crown Drug nearly breaking even 
with a loss of but 0.1 per cent. 


Begins Sugar Campaign 

Marking its 25th consecutive year 
of newspaper advertising, American 
Sugar Refining Company, New 
York, is using newspapers east of 
the Mississippi River and in states 
bordering on the west bank of the 
river for Domino and _ Franklin 
sugars. The fall campaign is sched- 
uled to continue for eight weeks 
through N. W. Ayer & Son, Phila- 
delphia. 


Conga shion 


A $1,000 Annual Award has been 
announced to CONGRATULA.- 
TIONS’ hospitals. 


‘and director of research, the follow-|"€W Oscar Mayer Vacuum-Sealed 


| director of Rich’s Department Store, | joined Edward Petry & Co., New 


SALES OF CHAIN STORES 


September - % Gain r —9 Months— — % Gain 

1940 1929 or Loss 1940 1939 or Loss 

Food Chains 

Jewel $ 2,157,686 $ 1,767,643 +22.1 § 19,151,537 $ 16,649,320 415.0 | 
Kroger Groc & 

Bkg Co 18,986,749 18,511,526 + 2.6 175,764,914 163,878,226 + 7.3 
National Tea 4,499,244 4,.456,98 +1.0 41,759,704 37,810,098 410.4 
Safeway Stores 0,647,22 0,380,818 0.6 272,222,864 260,259,676 + 4.6 
Group Total ...$ 56,191,008 § 55,116,973 +1.9 $ 508,899,019 $ 478,597,320 +6.3 | 

Mail Order Chains 
Sears Roebuck 65,650,020 62,750,693 + 4.6 453,219,794 407,236,291 +11.3 
Spiegel 4,435,961 4,313,768 + 2.8 34,764,464 33,166,838 + 4.8 
Ward. 45,971,673 44,742,767 + 2.7 330,113,607 303,106,311 +8.9 
Group Total $116,057,654 $111,807,228 +3.8 $ 818,097,865 $ 743,509,440 +10.0 


Drug Chains 


Crown Drug 666,588 667,079 0.1 8,441,593 8,034,652 +5 
Walgreen 6,129,273 6,030,623 + 1.6 564,659,413 51,628,916 +5.9 | 
Group Total $ 6,795,861 $ 6,697,702 +1.5 § 63,101,006 $ 59,663,568 + 5.8 
Variety and Miscellaneous 

Consolidated 

Retail Stores 970,527 924,663 + 5.0 6,980,686 6,647,150 45.0 
Edison Bros 2,371,454 2,334,240 + 1.6 18,100,074 +4.8 
Grant Ww. T 8,276,344 8,235,249 + 0.5 66,444,255 + 5.7 
Green H L 3,536,137 4,703,435 1.5 27,003,179 + 3.6 
Kresge, S. 8S 11,621,484 12,191,258 4.7 101,099,857 + 3.0 
Kress, 8S. H 6,838,863 6,696,293 + 3.7 5,037,079 +4.3 
Lerner 3,121,345 3,134,298 0.4 25,090,172 + 4.6 
McCrory 3,377,044 3,354,013 + 0.7 28,485,832 + 6.6 
McLellan Stores 1,768,529 1,884,407 6.2 13,606,454 + 2.9 
Murphy, G. C 3,922,609 789,084 3.5 30,812,636 413.0 
Neisner Bros 1,668,034 1,804,07¢ 7.¢ 14,804,541 0.2 
Newberry, J. J 4,430,110 4,428,866 34,464,055 + 5.0 
Penney, J. C 24,790,528 26,142,630 2 3 181,981,331 7.4 
Western Auto 929,000 3,982,000 1.3 2,000 31,568,000 4+ 16.9 
Woolworth, F. W 25,196,840 25,809,134 2.4 57,045 213,021,723 + 4.5 


2.3 $ 897,009,487 $ 848,166,338 +6 


Group Total -$105,818,848 $108,313,646 8 
§ 77 «= $2,129,936,666 +7.4 


Combined Total $284,863,371 $281,935,549 +1.0 $2,287,107,377 
*Four and 36 week period ended September 7 
tFour and 36 week period ended August 31 


Y&R Expands ‘Sample Mayer Wieners 


Research Department Oscar Mayer & Co. has concluded 

In an expansion of the research| @, Sampling campaign in Madison, 
department of Young & Rubicam,| Wis., in connection with which more 
New York, under the direction of| than 15,000 housewives each re- 
Dr. George Gallup, vice-president | ceived a free, full-size can of the 


ing changes have been made:| Skinless Wieners. A crew of 17 
George T. Sewall, formerly head of | Women in white headgear and cloaks 
copy research, to manager of re- canvassed the city to promote the 
search department; Frederick P.| Product, which is packed in spe- 
Reynolds, formerly a member of the | cially lined, vacuum-sealed cans 
merchandising staff, to director of | that eliminate the necessity of re- 
product and marketing research. | frigeration. 
Also Garrit Lydecker, formerly r : 
associated wit wed Gallup in copy | Miami Reappoints Bevis 
researcn, Oo airector oO co re=- | : " P “1. ae ald 
search, and Joseph H. Holmes Jr.,| _ The ~~ of — cP eer 
formerly a member of the radio de- pointed raydon E. Bevis, itor, | 
partment, to director of radio re- | ‘© direct its advertising. Hamilton 
search. Wright Organization, Inc., New 
York, has also been reappointed to | 
handle Miami publicity. | 


} 


Gallagher Joins Rich | > 
Neil A. Gallagher, formerly ad- | . 

vertising manager of Sibley, Lind- | Conrad Joins Petry 

say & Curr Company, Rochester,| Francis Conrad, formerly with 

N. Y., has been appointed publicity |McCann-Erickson, New York, has 


Atlanta, Ga., effective Nov. 1. ‘York, in a promotional capacity. 


REUIABILITY 


N. MATTER how familiar the course, the expe- 


— 


Getting Personal 


Gridiron experts are saying that Frank (Bud) Finneran of Co: 
nell’s steller Big Red eleven is the best center in the East and a 
All-American possibility. Father E, J. Finneran, director of sak 
and advertising, National Dairy Products Corp., and Uncle John } 
Finneran, v. p., Warwick & Legler, are justly proud... 


“U. S. Camera, 1941,” photography annual to be published ne 
month, contains pictures of typical American people. The Americ: 
business man selected as representative is none other than Dou 
Francisco, prexy of Lord & Thomas. Will Connell made the shot. 

With the best of intentions, Ernest Lee Jahncke, Jr., NBC stati: 
relations man, enrolled in the School for Expectant Fathers. Bi ' 
Mrs. Jahncke jumped the gun, and five days before hubby finish: 
his course in baby bathing and diapering, a daughter was born. 


p., Cluett, Pe 
As if selling Arrow shirts et alia was not enough, he 
been hoppi: 
around like 
Mexican jum 
ing bean. 
Chicago f 
ABC Week, 
hustled back 
Gotham to p1 
side over t 
Ad Ribbe 
Club previ« 
performan 
and then turne 4 
around and 
headed for 
White Sulphur 
Springs for the 
Association 
National Ac- 
vertisers con- 
fab, over which 
he presided 
ANA board 
chairman... . 
H. Mark 
Thomas, pres - 


These are busy days for A. O. Buckingham, v. 
body & Co. 


GETTING THINGS SETTLED 


In this cheerful huddle at the Stewart-Warner refrigerator 

conference at French Lick Springs are Joseph C. Elliff, 

assistant general sales manager; Hays MacFarland, head of 

the agency handling the account; and Arthur Hirose, re- dent of Thom: 

search director of McCall's magazine. Publishing Co., 

of a . has just com- 

pleted a half 

century as a publisher. Employes presented him with an engraved 

watch and chain, plus an autograph book containing the John Han- 
cock of each hireling. . . 


Success Story:—George Schmidt, senior salesman of Station WOR, 
didn’t sell as much as a single announcement during his first six 
months with the station back in 1934. That perseverance wins was 
shown last week when his sales total passed the $2,000,000 mark. . 

George A. Lawrence, N. Y., office mgr. of Taylor Wine Co., is 
bursting vest buttons all over Queens (home harbor) and Brooklyn 
(office locale). The arrival of a son, offspring number one, is the 
cause of the parental pride. . . 


Bill Moore, head of the William Esty Hollywood radio office, is 
showing up at the Blondie broadcasts with the help of a cane. He 
broke a bone in his foot when he stumbled over the family dog. . . 
John J. Gillin, Jr., genl. mgr.. WOW, Omaha, will get a chance to 
practice his talents as a grand host by being chairman of the 
bureau of conventions of the Omaha Chamber of Commerce. . . 


Johns-Manville sales meetings frequently are enlivened by N. B. 
Sherrill, Jr., general sales manager and amateur magician, performing 
feats of legerdemain. . . Donald A. Laird, psychologist and business 
consultant, is putting a sure-enough skeleton in each of the guest 
room closets of his newly-reconstructed, 150-year-old home on the 
banks of the Connecticut river at Middle Haddam, Conn... 


A daughter, Jane, 8 pounds, 4 ounces, was born Sept. 29 to the 
wife of Aaron S. Bloom, treasurer and director of the commercial de- 
partment of Kasper-Gordon, Boston, radio productions and transcrip- 
tions. . . The Advertising Club of Boston held a luncheon Oct. 22 in 
honor of John Shepard 3rd, Yankee Network founder and president, 
and prominent in the industry for 18 years. . . 


— oe oe = wee 
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C. A. Johnson, deep in a Wednesday night plans-coordinating 
meeting of the Sidney Garfinkel Advertising Agency in San Francisco, 
just barely got in under the wire to register for selective service. As 
a result he was interviewed for an NBC broadcast. . . 


A. H. Fensholt, founder and head of the Fensholt Company, Chi- 
cago agency, has been made a trustee of the Illinois Institute of Tech- 
nology, Chicago. . . 


When Philip Marcuse, of Stockwell & Marcuse, Detroit agercy, 
upheld the honors of the advertising profession and was awarded the 
top total of $74.75 in cash on Eversharp’s “Take It or Leave It” - 
gram broadcast from Detroit he was following the example set DY 
Jerry Powell, agency artist, who won a $129.50 radio phonograp!: 1% 
a 25-word contest sponsored by Grinnell Brothers, and William Stock- 


a well, who won a half-dozen contests in a single season, receiving p! 2s 
rienced pilot knows that the salety ot his ship olten depends ranging from a peck of peanuts to hefty cash payments. . 
| | ’ . Col. J. Hale Steinman, president of the Intelligencer Journal, 
. on the accuracy ol ground reports. We believe that every Era and Sunday News, Lancaster, Pa., is chairman of the Lance ‘et 
e , | ertis a | stati | oa | | | Defense Council, a group of military men equipped and autho ed 
advertiser, agency and station has a right to depend on to “combat espionage and fifth column activity and to be fur \¢ 
a . sis : . : : available for any emergency”. . . 
similar reliability in any information and suggestions re- . : S , 
: ; Vernon H. Pribble, manager, and Jane Weaver, director of 
o ceived trom our ollices. en’s activities, of WTAM, Cleveland, played hosts to 150 delega' 
Sy the Mid-West Inter-City Conference of Women’s Advertising Clu 
= a buffet supper and evening's entertainment. Honor Gregory, | 
Be B L A | ( dent of the Women’s Advertising Club of Cleveland, led a 15-n t 
-, O H N R & O M PA N Y discussion on “An Advertiser’s View of You, the People” whic! : 
, :, . broadcast. . . 
National Representatives of Radio Stations James P. Conway, Western mgr., Glenn Griswold Associat 
the daddy of a baby son. At last report, Pop was trying to sell 
on the idea of naming the boy Spike, but not having much lu 
i istric anager Macfi > blic: 
a CHICAGO NEW YORK DETROIT! ST. LOUIS LOS ANGELES SAN FRANCISCO John M. Gilmer, district manager of Macfadden Pu C 
‘ N Bald Paul B > : » er entertained agency and newspaper representatives at the Recess 
5 N Michigan Ave adison Avenu cw enter niiding 55 Pa row ing Chamber of Commerce ip 6O8 uss Burld ng « “ : ‘re 
a - == , : tad : , : - in Detroit Oct. 3 with a private showing of “The Fight for Free 
Yervor 86599 Murray 608 Madison TERY Chece + 415 ros pect a4 walas 3188 : . : 
¥, . ' ; a commercial film prepared by Wilding Studios for Liberty in 
“he the magazine points with pride to its editorial record. . . 
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FEATURES FASHION 


a Prin Lott &C. Presents 


ORIGINAL DESIGNS FROM CHICAGO TRIBUNE'S 
AMERICAN FASHION COMPETITION 


| 


ARSON PIRIE SCOTT &CO 


First advertising of fashions developed in 
the Chicago Tribune contest is this | 
900-line copy for Carson Pirie Scott & | 
Co. which appeared in the Tribune Oct. | 
2!. Several hundred designs submitted 
in the contest have been made available | 
to clothing manufacturers, with the right | 
to label garments as authentic original 
models from the Chicago Tribune Amer- | 

ican Fashions Competition. | 


Tenth District | 
to Carry Fight 
to Antagonists 


New Orleans, Oct. 21.—An ag- 
gressive public relations program | 
for advertising was adopted by the 
Tenth District, Advertising Federa- 
tion of America, at the convention 
which closed here Saturday, and | 
which was featured by addresses by 
Elon G. Borton, LaSalle Extension 
University, Chicago, and Ray Max- 
well, Missouri Pacific Lines, St. | 
Louis, president and first vice-presi- 
dent, respectively, of the AFA. 

The four-point program adopted | 
by the Tenth District board pro- 
vides for teaching the consumer 
simple fundamentals about the eco- 
nomics of advertising through 
schools, libraries and other media, 
Books on advertising will be scruti- | 
nized, and desirable ones recom- | 
mended. On the legislative front, 
committees will keep up with new 
court decisions and work to defeat | 
bills which are inimical to its wel- 
fare. Schools and universities will 
also receive regular contacts. 

“And How”’—Borton 


Mr. Maxwell said that the AFA | 
is the only advertising organization | 
broad enough to be able to prose- 

| 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


\from 
}gave particular 


cute such a program on a national 
scale, and that it intends to do so. 


Discusses Criticisms 


Mr. Borton discussed some of the 
criticisms of advertising which have 
come both from the lay field and 
government spokesmen. He 
attention to the 
charge that advertising leads the 
public to buy things they can do 
without. Mr. Borton said that as 
long as advertising achieves this 
end, it is fulfilling its purpose of 
improving American standards of 
living. 

As to the favorite contention of 
some that large companies enjoy an 
overwhelming advantage over small 


jones, Mr. Borton said that good 
|strategy and high mobility more 
than offset a difference in size. 


Finally, as to the charge that adver- 
tisers exert an unhealthy influence 
over the press, Mr. Borton said 
that anyone who has ever attempted 
to keep a news story out of print 
knows the futility of such an effort. 

Mr. Borton, while commending 
organized efforts to combat attacks 
on advertising, said that individual 
members of the industry also have a 
responsibility to fight ignorance or 


propaganda wherever it is en- 
countered. 

L. B. Harris, Dallas, was elected 
governor of the Tenth District, 


which voted to hold its 1941 con- 
vention in Tulsa. A. J. Jarrall, New 
Orleans, was named first lieutenant- 
governor; William D. Egolf, Tulsa, 
second lieutenant-governor, and 
Stanley Campbell, Dallas, secretary- 
treasurer. 


Names Anderson President 

R. M. Anderson, manager of the 
Daily News, Longview, Wash., has 
been elected president of the Pa- 


cific Northwest Newspaper Adver- 
tising Executives’ Association. He 
succeeds Loren Rieman, local ad- 


vertising manager for the Republic- 
A 


Herald, Yakima, Wash. L. 
Batchelor, national advertising 
manager of the Spokane Spokes- 
man-Review, was elected secretary- 


treasurer. 


Printers Exhibit Work 

The New York Employing Print- 
ers Association will hold its sixth 
annual exhibition of printing Oct. 
28-30 at the Hotel Commodore, New 
York. Eight hundred specimens of 
commercial printing will be shown 
and over 70 will receive certificates 
of award for special merit. 


Meeker Aiveuaes Doran 


The Meeker Company, Joplin, 
Mo., has advanced J. J. Doran from 
sales manager of the advertising 


specialty and premium divisions to 
sales promotion manager supervis- 


ing advertising and marketing for 
all divisions of the company. Tom 
Kelly, recently with the Chicago 
Metal Hose Company, has joined 
the company as assistant sales 
manager 

.) . ae 4 

Monitor” Shifts 

Coulson, Brewster 

The Christian Science Monitor 


has transferred L. W. Coulson from 
Chicago to Los Angeles as advertis- 
ing manager for the Pacific Coast. 
William E. Brewster has been trans- 
ferred from Detroit to Chicago as 
Western advertising manager. 


THE PACKER 


FLORID A 


WAY r 


A 


S' 


SUBSTANTIALLY increased Florida population and an ex- 
tended Tourist Season prompt national advertisers more 
than ever this year to feature their sales messages through the 
medium of poster display advertising. Poster display advertising 
reaching everybody—residents and transients alike—is the most 
effective and economical medium in Florida. 


ARTING in December with the pre-holiday influx of visitors 
to the Orange Festival and continuing through the months 


of April and May, a larger concentration of travelers will visit 


the WINTER PLAYGROUND OF AMERICA this year than ever 


before. 


Localized here is a huge cross-section of the great 


American market—in vacation mood—open to suggestion, per- 
suasion and conviction. 


| bw REACH this vast audience—to get their attention, to 

interest them in goods and services—to Sell Them—POST 
FLORIDA THE PACKER WAY FROM DECEMBER 
THROUGH TO MAY. 


THE PACKER 


CORPORATION 


81 Broad Street Viaduct 
Jacksonville, Fla. 
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PACKER DISPLAYS, 


INC. 


1237 Biscayne Boulevard 


Miami, 


ain © : rd r, r Ae ites 2p 


Fla. 
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ADVERTISING AGE 


October 28, 1949 


(A 


ment of 


advertising 
interest to manufactur 
of nationally advertised food 
and their 


column of com 
ers 


products agencies.) 


is going to town... high, wide, 
and handsome . . . for adver 
tisers in The Topeka Daily 
Capital these days. Maybe it’s 
due to the bumper Kansas farm crops 


or the gain in Topeka bank clearings 
and resources or the boom in Kansas 


employment and payrolls. At any rate, 
P. S. is hitting a new high for Capital 
advertisers! No wonder it) has been 


called a Plus Service “with a punch.” 


THE 
WHY 
AND 
WHERE- 
FORE 


works something like this: (1) 

You have a food product) on 
. * the lookout for new fields to 

conquer, (2) We publish Tope 
ka’s first newspaper (reaching a_sre 
sponsive audience of abletobuy Kan 
sans in the $101,966,000 market repre- 
sented by Topeka and its 21 Drive-in 
Counties), and (3) The Topeka Daily 
Capital gives you a Food Cooperation 
Plan bonus so the fhree of us get 


together! 


FULL \ 
MEASURE 
—AND 
MORE 


is the food advertiser's divi 
dend, When your messages ap 
. ° pear in The Topeka Daily 


Capital which, by the way, 
carries 87.6 of all national food line 


age in Topeka papers you automatic 
ally benefit by the Food Cooperation 
Plan. This Plus Servier brings you 
prominent mention in special bi-weekly 
display ads, as well as in The Daily 
Capital Food Review over Station 
WIBW every Saturday 


PREM 


G 
BIG IN OES OVER 


TAKE reat 
4 


A TIP 
FROM 
PREM 


Bec x 
* 
_ has done many a gan turn for 
a frunl advertisers including 
> swift & Companys saves AL G 
r hosrud of J. Walter Thompson 
o Swift agenes It seems to us that you 
hiave vered ¢ ry angle which might 
Ine helpful = te the ile of Prem. in 
. Dopeka Hle speaks, too, of i most 
excellent telligent and complete job 
of merchandising on this produet 
€ What better proof that 27. S. is going 
: tee to tow 
™ 
) 
ia 
a Dicdl vou know that The Capital 
san is the first paper in Topeka by 
. inv and all measurements It 
tirke your sage into nearly 
0.000 Kansas hore witt more than 
oom readers intensely concentrated 
thre i County Market Your request 
will bring complete iformation 


Che Copeka 
Baily Capital 


THE BUYING HABITS 
OF 200,000 KANSANS 


Earnings of 
Advertisers 


Langendorf United Bakeries 

Net income for 52 weeks ending 
June 29 was $296,413, 
with $435,565 for the 1939-40 year. 


Singer Mfg. Co. 


compared | 


Net income for 1939 was $3,065,- | 


with $9,520,065 for 


previous year. 


105, compared 
the 
A. P. W. Paper Company 

Net income for the year ending 
June 30 was $1,192, compared with 


a net loss of $130,193 for the pre- | 


vious year. 


Loft, Inc. 
Net income 
ending July 31 


for seven months 
was $1,579,781. 


W. A. Sheaffer Pen Company 
Net income for six months end- 
ing Aug. 31 was $248,339, compared 
with $243,298 for the same period 
a year ago. 
Cuneo Press 
Net income for seven months end- 
ing July 31 was $884,525, before 
federal income taxes. 


H. W. Gossard Company 

Net income for nine months end- 
ing Aug. 31 was $240,059, compared 
with $249,357 for the same _ period 
in 1939. 


Valspar Corporation 

Net income for 12 months ending 
Aug. 31 was $220,384, compared 
with $104,818 for the previous year. 


Certain-teed Products 

Net income for six months end- 
ing June 30 was $168,581, compared 
with $1,992 for the period a 
year ago, 


Faultless Rubber Co. 


same 


Net income for the year ending 
June 30 was $137,621, compared 


with $70,324 for the 


Gimbel Brothers 


previous year. 


Net loss for six months ending 
July 31 was $640,665, compared 


with a net loss of $1,088,206 for the 
same period a year ago, 


Allied Stores Corp. 

Net profit for 12 months ending 
July 31 was $4,564,988, compared 
with $3,292,271 for the previous 
year, before federal taxes in both 
years. 


Masonite Corporation 


Net income for the year ending 
Aug. 31 was $1,659,348, compared 
With $1,163,050 for the previous 
year. 


Beatrice Creamery Co. 
Net income for 12 months ending 


Aug. 31 was $1,678,237, compared 


with $1,793,197 for the 1938-39 year. 


Chicago Flexible Shaft Co. 


Net income for 36 weeks ending 
Sept. 7 was $868,210, compared with 


$689,553 for the same period a year 
ago, the totals being before federal 
income taxes in both cases 


Postal Telegraph 
Net 
Aug 


eight 
$2,126,518 


loss for 


31 was 


Royal Typewriter Co. 
Net 


income for the vear ending 
July 31 was $2,387,753, compared 
with $1,653,586 for the previous 


fiscal veal 


Industrial Rayon Corp. 


Net income for nine months end- 
ing Sept. 30 was $1,720,231, com- 
pared with $569,956 for the same 


period a year ago 


National Bellas Hess 

Net loss for the year ending July 
31 was $163,985, compared with a 
net loss of $553,544 for the previous 
yeal 


American Chicle Co, 


Net income for nine months end- 
ing Sept. 30 was $2,750,059, com- 
pared with $2,961,332 for the sam«e 
period a year ago 

Pad 
S ee Ck Bae ity : 
Soe i, bcs 
ye is 


| 


months ending | 


ANSWER QUESTIONS IN PITTSBURGH INFOFEST 


ae 


In this group of “experts” at a quiz program put on Oct. 15 by the Pittsburgh Advertising Club are, left to right: Alar 
Wells, advertising director, Kaufmann's Department Store; Thomas D. Connolly, vice-president, Columbia Broadcasting Sys 
tem, New York; R. S. McCarty, Jr., first vice-president of the Pittsburgh club; Arthur Gow, Curtis Publishing Company 
Philadelphia; Fred W. Pennington, Pittsburgh club president; George Denniston, director, Pittsburgh Better Business Bureau 
Carleton Spier, vice-president, Batten, Barton, Durstine & Osborn, New York; and Charles Joseph, assistant publisher, Pitts 


burgh Sun Telegraph. 


|A. T. & T. 


Net income for 12 months end- 
ing Sept. 30 was $182,791,521, com- 
pared with $165,913,502 for the pre- 
vious year. 


Atlantic Refining 


Net income for nine months end- 
ing Sept. 30 was $6,562,000, com- 


pared with $3,130,000 for the same | 


period last year. 


Baltimore & Ohio 

Net income for eight months end- 
ing Aug. 31 was $126,891, compared 
with a_ net of $5,876,167 for 
the same period in 1939. 


Bausch & Lomb Optical Co. 


Net income for nine months end- 
30 


loss 


ing Sept. was $1,369,575, com- 
pared with $1,133,899 for the same 
period a year ago. 
Bayuk Cigar 

Net income for nine months end- 
ing Sept. 30 was $1,296,481, com- 
pared with $1,296,083 for the same 
period in the previous year. 
Beech-Nut Packing 

Net income for nine months end- 
ing Sept. 30 was $2,142,617, com- 
pared with $1,726,707 for the same 


period last year. 


Caterpillar Tractor Co. 


Net income for 12 months ending 


Sept. 30 was $7,590,371, compared 
with $5,064,763 for the previous 
year. 


Chesapeake & Ohio 

Net income for nine months end- 
ing Sept. 30 was $24,476,149, com- 
pared with $15,600,704 for the same 
period of 1939. 


Continental Baking Co. 


Net income for 13 weeks ending | 


Sept. 28 was $781,267, compared 
| with $1,125,118 for the same period 
/a year ago. 


| Coty, Inc. 


Net income for nine months end- 
ing Sept. 30 was $545,837, compared 
with $362,221 for the same period 
|last year. 


Cream of Wheat 


Net income for 12 months ending 


Sept. 30 was $983,237, compared 
with $1,386,171 for the previous 
year. 

_Cutler-Hammer 


Net income for nine months end- 
ing Sept. 30 was $925,227, compared 
with $410,480 for the same 1939 
period, 


Detroit Edison 

Net income for 12 months ending 
Sept. 30 was $10,336,648, compared 
with $9,973,240 for the previous 
year. 


Ferro Enamel Corp. 


Net income for nine months end- 
ing Sept. 30 was $319,042, com- 
pared with $308,850 for the same 
period last year. 

Fox Brewing Co. 

Net income for the quarter end- 
ing Sept. 30 was $319,042, com- 
pared with $99,832 for the same 


period of 1939. 


General Cigar 

Net income for the quarter end- 
ing Sept. 30 was $930,168, compared 
with $486,530 for the same period a 
year ago. 


General Electric 

Net income for nine months e: 
ing Sept. 30 was $37,094,776, corm- 
pared with $25,022,631 for the sa 
period last year. 


General Foods 


Net income for nine months e: 
ing Sept. 30 was $9,906,987, com- 
pared with $11,964,416 for the same 
period in 1939. 


Hercules Powder 

Net income for nine months end- 
ing Sept. 30 was $3,744,236, com- 
pared with $3,646,561 for the same 
period a year ago. 


Hudson Motor 


Net loss for nine months end- 
ing Sept. 30 was $1,290,200, com- 


pared with a net loss of $2,422,523 
for the same period last year. 


Kimberly-Clark Corp. 


Net income for 12 months ending 


Sept. 30 was $2,947,031, compared 
with $2,307,850 for the preceding 


fiscal year. 


Lehigh Portland Cement 

Net income for 12 months ending 
Sept. 30 was $2,011,556, compared 
with $2,062,255 for the 
year. 


previous 


Hygrade Sylvania 


Net income for nine months end- 
ing Sept. 30 was $648,263. 
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To Give You An Idea 


f the seale of prices and quantities, 
10 Display Prints enlarged to 24°x36' 
25 at 
quantities and sizes 


fy 


$1.40 each 


om ne $1.70 each 


or iginal, 


other 


proportion, Color is not restricted 
black, hut AT NO ADDED COST 
can be blue, brown or red on white. 


Write or phone ATLAS, WHITEHALL 


7575, and let us show you how the 
new Atlas Display Print will help solve 
vour display problem—economically. 


HOTO COPY COMPANY 


on 2:0neeas “% 


x # 
- Unmounted + 90¢ 


of their merit? 


SIZE 24 x 36 
IN QUANTITIES 


ATLAS DISPLAY PRINTS will help newspaper advertising 
pay extra dividends if you blow-up your ads and place them 
in windows and throughout the store at strategic point-of- 
sale locations. Ad and Display men all over the country are 
capitalizing on this new, economical, attention-command- 
ing, sales-making, photographic blow-up! 


We feel confident your sales promotion efforts will be 
rewarded by their use! Why not try them and be convinced 
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October 28, 1940 


ADVERTISING AGE 


Libbey-Owens-Ford 
Net income for nine months end- 

ng Sept. 30 was $7,314,781, com- 
red with $3,902,516 for the same 
riod a year ago. 


McGraw-Hill Publishing Co. 

Net income for nine months end- 
ing Sept. 30 was $663,980, com- 
pared with $470,615 for the same 
1939 period. 


National Oats 

Net income for nine months end- 
ing Sept. 30 was $28,305, compared 
w th a net income of $61,829 for 
t same period a year ago. 


Nehi Corp. 
Net income for nine months end- 
ing Sept. 30 was $818,719. 


Owens-Illinois Glass 


Net income for 12 months ending 


Sept. 30 was $8,048,406, compared 
with $7,465,253 for the previous 
year. 


Pennsylvania R. R. 

Net income for eight months end- 
ing Aug. 31 was $18,522,152, com- 
pared with $8,931,881 for the same 
period a year ago. 


United Cigar-Whelan Stores 

Net loss for nine months ending 
Sept. 30 was $97,239, compared 
with a net loss of $276,638 for the 
same period last year. 


United Fruit 

Net income, before 
come taxes, for the nine months 
ending Sept. 28 was 
compared with $11,644,000 for the 
1939 period. 


Van Raalte Co. 


Net income for nine months end- 


federal in- 


ing Sept. 30 was $530,801, compared | 


with $663,466 for the same period 
of the preceding year. 


Westinghouse Electric 

Net income for nine months end- 
ing Sept. 30 was $14,583,327, com- 
pared with $9,069,810 for the same 
period a year ago. 
McKesson & Robbins 

Net income for nine months end- 
ing Sept. 30 was $2,716,744, com- 


pared with $2,306,409 for the same 
period last year. 


Johns-Manville 
Net income for nine months end- 
ing Sept. 30 was $3,530,544, com- 


pared with $2,675,999 for the cor- | 


responding period of 1939. 
Wm. Wrigley Jr. Company 


Net income 


$12,598,000, | 


FEATURES PREMIUMS 


COMING 7, 


capimaert Ae 
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16-piece Set of 
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| Jewel Tea Company, the nation's biggest 

wagon route operator, is testing news- 

paper advertising featuring premiums in 

Rockford, Ill., papers as a preliminary to 

| more widespread advertising. Another 

advertisement in the test series features 
a Club Aluminum coffee maker. 


Colgate Agency 
Lineup Clarified 
by Hugh McKay 


New York, Oct. 23.—Further de- 
tails of the apportionment of the 
Colgate -Palmolive- Peet Company 
|account were furnished here today 


by Hugh McKay, newly appointed | 
who | 


Colgate advertising director, 
revealed that Sherman & Marquette, 
Chicago, will handle Super Suds in 
| addition to the other brands now 
|under the direction of that agency, 
and that Bates & Co. will get five 


products. 
Mr. McKay officially confirmed 
ithe information carried in these 


| pages last week. All of the shifts, 
which result in the termination of 
|relations between Colgate and Ben- 
| ton & Bowles, take effect Jan. 1. 
On that date, Theodore L. Bates, 
/now a Benton & Bowles vice-presi- 
'dent, will open his agency. 

| Products assigned to Bates are 
Colgate dental cream, the Octagon 


age soap, Palmolive 
and Palmolive brushless cream. 
Palmolive soap, the most heavily 
,advertised Colgate product, has not 
been assigned as yet, and presum- 
ably will go to a third agency not 
chosen to date. 

Sherman & Marquette is now in 
charge of these Colgate brands: 
Cashmere Bouquet soap and beauty 
| preparations, Halo shampoo, Col- 


shave cream 


months of this year was $6,768,314, | Colgate brushless shave cream, Col- 


compared with 
Same period a year ago. 


$6,763,632 for the 


Corn Products Refining ‘Stee Buehler President 


Net income for nine months end- 
ing Sept. 30 was $6,069,016, com- | 


pared with $7,072,838 for the same | 
period last year. 


Florence Stove 

Net income for the first nine | 
months of 1940 was $862,968, com- 
pared with $770,304 for the same | 
period last year. 


Household Finance 

Net income for the first nine 
months of 1940 was $4,691,567, a| 
gain of $143,468 over net income for 
the same period in 1939. 


Phillips Petroleum 

Net income for the nine months 
ending Sept. 30 was $8,778,533, 
Compared with $5,479,056 for the | 
same period a year ago. 


| 


foe STRIBLING scenes — 
LAYOUTS ADVERTISING 


EI ART 


|| LUSTRATING 
CENTRAL 9503 


RETOUCHING 
140 Seeth Dearters Street Chicage itt 


gate tooth powder and Crystal 


| White laundry soap. 


of Cleveland Ad Club 


George F. Buehler, president of 
the Buehler Printcraft Company, 


|Cleveland, has been named presi- | 


dent of the Cleveland Advertising 


|Club by the board of trustees to fill | 


the unexpired term caused by the 
resignation of Royal M. Alderman. 
Mr. Alderman, vice-president and 
Cleveland office manager of Mc- 


|Cann-Erickson, will leave Nov. 15 | 


to serve a year as captain in the 
Quartermaster Corps at Jefferson 
Depot, Ind. Ray Hanks will take 
over active management of the 
Cleveland office in Mr. Alderman’s 
absence. 

Barclay W. Newell, publicity di- 


jrector of Wm. Taylor Son & Co., 


was named a trustee of the club to 
succeed Capt. William A. Weaver, 
commanding officer of Troop B, 
107th Cavalry, who has resigned. 
He has been connected with the 
Griswold-Eshleman Company for 
several years. M. H. Boynton, Cleve- 
land manager for the Curtis Pub- 


lishing Company, fills Mr. Alder- 
man’s place on the board of 
trustees. 


WKRC Names Katz 


WKRC, the Times-Star station in 
Cincinnati, has appointed the Katz 
Agency, New York, as national ad- 
vertising representative. 


J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA 


ADVERTISING AGENTS + 


line of soap products, Klek pack- | 


15-Year Absence 
in National Media 
Ended by Murray 


New York, Oct. 24.—Apparently 
j= the belief that tripping the light 
fantastic can provide an escape for 
harried humanity these days, Ar- 
|thur Murray has launched a test 
|}campaign in four magazines to 
mark the studios’ first national ad- 
|vertising effort in more than 15 
| years. 

Copy scheduled for Esquire, Life, 
Mademoiselle and Time spotlights 
the dancing master’s studios in 28 
cities from coast to coast and prom- 
ises dancing proficiency in “only a 
few hours.” Lessons are offered at 
$1 each. The magazine copy sup- 
plements local newspaper insertions 
in each of the studio cities, which 
have been the backbone of Arthur 
Murray merchandising. 

The organization's last previous 
appearance in national media 
plugged a mail-order dancing 
course. The current effort will be 
extended if the test turns out well 
Ruthrauff & Ryan is the agency. 


Dictaphone Names Powell 

L. M. Powell has been made Dic- 
|taphone Corporation’s sales man- 
ager. 


What is characterized as "the largest poster campaign in Ohio,” as well as an 


UNUSUAL POSTER INTRODUCES NEW BREW 


» f 


unusually extensive newspaper drive, introduced a new line of light beers for 
Leisy Brewing Company, Cleveland. The local office of Batten, Barton, Durstine 
& Osborn is in charge. 


F&S&R Adds Three 


Recent additions to the Fuller & 
Smith & Ross staff in Cleveland 
include J. R. DeWitt, film depart- 
ment; A. R. Finley, creative depart- 
ment; and E. T. Carlin, art depart- 
ment 


Clyde Bailey Moves 

Clyde W. Bailey, recently associ- 
ated with Paul Kranzberg & As- 
sociates, St. Louis, has joined Kelly, 
Stuhlman & Zahrnat, Inc., St. Louis 
advertising agency, as account ex- 
| ecutive. 


Vaughan Has Class 

Harold F. Vaughan, account ex- 
ecutive, Doremus & Co., Boston, is 
giving a course in the fundamentals 
of advertising under the sponsorship 
of the Massachusetts Division of 
University Extension. 


Jelliff Names Hammond 


C. O. Jelliff Mfg. Corporation, 
Southport, Conn., maker of wire 
mesh, mesh assemblies, Lektromesh 
and resistance wire, has appointed 
Alden M. Hammond, Providence, 
R. L., to handle its advertising. 


for the first nine | gate lather shave cream, Vel soap, | | 


asus... ALL 


Cool, brisk days are here again . . . the leaves 


| have changed from greens to golden browns... we at 


| 


| 
! 


plates... 


Wallace-Miller have no seasons ...our master craftsmen 
are constantly producing superlative quality printing 
_ on that next important job we would like to 


hear from you... and are always in... day and night. 


| WALLACE-MILLER COMPANY 


466 WEST SUPERIOR ST + CHICAGO 


PHOTO-ENGRAVINGS IN EVERY KNOWN MEDIUM 
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Willard Names Negus 
Advertising Manager 


Howard C. Negus, who has been 
with the Willard Storage Battery 
Company, Cleveland, for 15 years, 


recently as assistant advertising 
manager, has been appointed ad- 
vertising manager. 

Harry E. Evans, who also has 
been with Willard 15 years, has 


been promoted from assistant sales 
manager to manager of pro- 
motion, planning and market re- 
search. L. G. DeMottee, formerly 
in sales promotional work in the 
advertising department, has been 
made assistant to the sales manager 
in the renewal sales department. 


sales 


Simpson to WKRC 

Brad Simpson, production man- 
ager of the radio department of 
Ruthrauff and Ryan, St. Louis, has 


been named the new program di- 
rector for WKRC, Cincinnati. He 
succeeds Richard Blake, who has 


returned to Hollywood to continue 
his movie and radio writings. 


POLO IN 


CHROMURA PRINT 
from KODACHROME 


The ultimate in copy for process plate work—gives new 
t p Ly £ 
reproduction perfection — price $38.00 up — Investigate! 


PHOTOCHROM - 1141 Belmont - Chicago 
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Gay Walton Tells 
How Copywriters 
Can Sell Women 


New York, Oct. 23.—The essen- 
tial qualities of advertising copy 
directed at women, in the opinion of 
Gay S. Walton, are _ illustration, 
novelty and price, and these must 
be combined in such a way as to 
convey a ring of sincerity. 

Having catered to their whims for 
18 years as advertising director of 
Julius Kayser & Co., Miss Walton 
has a very good idea of what ap- 
peals to women. She is probably 
the only woman in New York who 
creates and directs the advertising 
of a manufacturing company doing 
business all over the world. 

Miss Walton believes that current 
copy in the fashion business is in 
a great many cases too wordy and 
too difficult to read, besides being 
tinged with artificiality. 

“These errors’ in 
'copy,” Miss Walton 
ING AGE today, “may be due to the 
fact that a good part of it is writ- 
ten by men who don’t realize how 
very sensitive women are to sin- 


advertising 


NUMBER TWENTY-TWO . 


Differences of opinion make horse races 
ing results. That’s why we click so well with our 
customers. We know how to “handicap” without 
handicapping the job or the client. ¢ What we're 
getting at is that differences of opinion exist as to 
the advantages of offset over letterpress printing. 
Sometimes they're based on economics, sometimes 
on speed, again on the difference in finished products. 
e We offer clients both! We analyze each job and 
make our recommendations accordingly for best re- 
production results. ¢ And, it is of distinct value to 
our increasing list of customers. They know that the 
full resources of our organization— 
inate and skill to produce 
to meet their printing needs. You'll appreciate this 
flexibility, this balance, and the suggestions our 
idea crew can make in the interests of a better print- 
ing job, more economically produced. Call one of 


them in. You'll find it interesting 


| 


TALENT TO ORIGINATE 


. of a series - OFFSET 


and print- 


the talent to orig- 


is at their elbow, ready 


and profitable. 


\ 
SKILL TO PRODUCE 
\ 


AMERICAN COLORTYPE COMPANY 
Printers, Litho 
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told ADVERTIS- | 


;}men 


—_ a 


Now Youll 2 Yeast! 


wee 
ad ee 


j 
Ws 
wy, 
a 


wet Fleischmann’s 


ee Frith Yeast 


This is the type of copy which will make a frontal attack on the sales handicap 


of the product's taste for Fleischmann's yeast. 
appears in the November issue of Good Housekeeping. 


This particular advertisement 


Kenyon & Eckhardt is 


the agency. 


match all the colors and styles 
'their wardrobes, the manufacture; 
|complied reluctantly or otherwis; 
| Today the Kayser company off 
about 250 styles in gloves, ea 
one in four or more colors, to ; 
| nothing of its huge lines f 
hosiery and underwear. The enti; 
business has become much m 
complicated since the manufactur 
who formerly always worked 
ithe basis of orders placed x 
months or a year in advance, must 
pay tribute to the whims of fash 
and gamble on the future. 


n 
aa 


Uses Apt Synonym 


Admitting that the synonym js 
none too elegant, Miss Walt. 
compares the fashion business, ‘5 
a whole, to a pig, and divides tie 
animal into three parts—sque |, 
|body and tail. While some firms 
make a desperate effort to captu:e 
the pig entire, she has always mae 
it her aim to get the squeal, » 
be a leader in the parade, and a'<o 
the body, which is the volume p::t 
of the business. The tail she is 
|content to leave to someone els¢ 

| “The idea is to get in and get 
out fast,’ Miss Walton explained. 
|\“‘Women make fashion a difficult 
|business and they certainly kevp 
you ‘on your toes.’” 

In conclusion, Miss Walton, who 
is a charmingly feminine little 
woman despite the demands of an 
|/important position, pointed to the 
motto above her desk to illustrate 
how she has preserved her sense of 
|/humor in a business that drives 
strong men to the insane asylum 
| The motto reads: “Do not take life 
too seriously. You will never get 
‘out of it alive anyway.” 


Hotel Carlyle to Pepper 

| The Lyleson Corporation, owner 
of Hotel Carlyle, New York, has 
|appointed J. W. Pepper, Inc., New 
'York, to handle its advertising 


cerity in the ads they read. Men 
are inclined to think that 
whimsy is the one and only essen- 
tial.” 


too 


Make It Short 


Sentences should be short and 
staccato instead of long and wordy, 
Miss Walton elaborated, since wo- 
men are more preoccupied than 
when they read advertising 
copy and they want to cover a good 
deal of territory in a short time. 
We are living in fast-moving times 
and “advertising should reflect the 
trend expressed in motion pictures, 
radio and our predigested news.” 

Having had ample opportunity to 
ferret out the basic policies that 
lead to success in the bewildering 
mazes of the fashion industry, Miss 
Walton has found that the dominat- 


ing factor in the policies of the 
successful manufacturer is his sen- 
sitivity to changes in public psy- 


chology. 

To prove her contention that the 
shifting trends of the times deter- 
mine business policies, Miss Walton 
harked back to the era of the late 
20’s when the style element first 
became important in the construc- 
tion of all commodities. 

“The fashion trend had _= slept 
during the war,” Miss Walton re- 
called, “when there was no money 
and no interest in such compara- 
tively unimportant things as clothes. 
Then came the boom days and 
magazines such as Harper's Bazaar 
and Vogue began reporting Paris 
styles with vigor. Women  de- 
manded these fascinating styles 
and fashion again found its place 
in the sun.” 

It was this 
men’s fashions, 
Walton, that 


renaissance in wo- 
according to Miss 
affected the construc- 
tion of everyday commodities to 
such an extent that the style ele- 
ment became important in the most 
commonplace objects—stoves, re- 
frigerators, linens, towels, bathroom 
appurtenances A toothbrush, for 


example, was once merely a stick 
with a brush on the end and the 
buyer had little choice in the mat- 
ter, while today the toothbrush 
comes in a bewildering array of 
colors, shapes and sizes with eye 
appeal and functional value of 
equal importance. 

“The glove manufacturers,” Miss 
Walton asserted, “didn’t want this 


style business.” Everything was so 
beautifully simple before the war. 
Gloves came in four styles—short, 
medium, eight and 12 button 
lengths—in few fabrics and five or 
six colors. But when women be- 
gan to ask for a different glove to 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing— Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 
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in Indianapolis. After graduating 
from the composing room, he be- 


cinnatian and national sales man- Finn Joins “Times-Star”’ 


| 
| 
| 


Cidve ising 
Market Place 


The rates for this department are as follows: 

‘Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cas) with order. 

All other classifications (single insertion rates): % in., 
4 per inch. 


iN 


2.75; 1 to 3 veel 


POSITIONS WANTED REPRESENTATIVE WANTED 
| Want to contact representative now | 
handling one or two business or con- 
sumer papers in Chicago area. Three 


rHAT COPYWRITER YOU'VE 
WANTED 
‘ow CONSIDERING CHANGE 


The kind of man you've had in mind | publications available. Complete de- 
wh you've thought “We need a tails first letter. : a ne . : 
sound, experienced, versatile writer! | Box 3168, ADVERTISING AGE, N. Y 


one who is both creative and analy- 
tical ‘regular’ yet reliable.” This| REPRESENTATIVE AVAILABLE 
man is now employed as key copy- 


4A agency College graduate Mar- | MANUFACTURER in New York City. 
ried Health excellent. The evidence | Any good commercial line or bona 
pre s he must be good. | fide proposition with money-making 
Box 5172, ADVERTISING AGE, Chgo. | possibilities considered. No unestab- 
- lished schemes wanted. If you need 


LETS GET TOGETHER : sales representation in New York 
Are you looking for an Advertising | City, please write me for further in- 
Manager”? University graduate now | formation. Correspondence confiden- 
writing national magazine and radio | tial. 


opy for topflight Chicago agency of- | Box 3163, ADVERTISING AGE, N. Y. 
fers years’ experience: agency, man- ~ 

ifacturing, retail. Desires the more HELP WANTED 

diversified duties of Advertising Man- 

ager, plus a real opportunity to ad- — Positions Open 
ance. The draft won't get me—mar-/|'" ¢ hicago- for assistant advertising 
ried, one child, gentile, 29 years old manager, (2) trade paper reps, agency 
Box 3171, ADVERTISING AGE, Chgo. | ©oPy writer and others, 

: Also secretarial and steno positions 
Practical experience in: Advertising “Y*!!able for girls. a , 

cop Layout, Sales, Merchandising. | No obligation to register. 
Publicity and Newspaper work. First : FRED MASTERSON 

prize Winner national newspaper dis- Sinclair-Masterson Personnel 

nlay contest. College graduate. Mar- | Room 152s, 120 S. LaSalle St., Chicago 
ied For interview, write Jack A EXPERIENCED SALESMAN 
Fritzlen, 322 Hull Court, Waukegan, Age 40 and above—Executive ability 


Ill to secure additional accounts fo 

, , = — long established merchandising or 
LIVE WIRE WANTS CONNECTION ganization who will furnish written 
hhio or nearby. Completing 10th year 


: ; leads for acceptable prospects—free to 
uivertising mgr.—editor large weekly | travel and accustomed to earning in 


newspaper group in Ohio metropolitan | excess of $5,000 vearly Full com- 
irea. Versatile. Copy. Layouts. Pro-| missions paid weekly. Car essential 
otion. Write house magazine copy. | References 


J q State age, education, re- 
Married, 31, children. University edu- jigion, marital health status and busi- 
ation. Practical experience. Special- | ness bac kground.,. 

zed advertising training. References tox 3170, ADVERTISING - ow w 
ox 3169, ADVERTISING AGE, Chgo AW ae 

- OST C! s 

EDITOR-PUBLICIST : — 
Young woman, with engaging person 
ility and progressive ideas Also 
vrite radio commercials and travel 
opy With effectiveness. Address RM. 
1724, 701 N. Michigan, Chicago 


‘ “PHOTO” POST CARDS 
Newest, most economical method of 
displaying any product Samples and 
prices on request Giraphie Arts, 
Hamilton, Ohio 


“News-Index” Sold 
Richard H. Jacobson, owner of Frank Chance, 


Standard Opinion, Chicago political } 

news wealth. has weal the Kudner Executive, 
Evanston News-Index, his $15,000 s : 
bid acquiring the saper's Mee Heart Victim 
good will and feature service rights. 

The paper has been in receivership. New York, Oct. 22. 
Merle Slane, former owner, holds a ning Chance, account executive of 
$125,000 mortgage on the physical Arthur Kudner, Inc., died in Fifth 
plant Avenue Hospital today of heart 
trouble. Mr. Chance, who was 47 
years old, served Erwin, Wasey & 


|Co., Chicago, for five years before | 


| joining Kudner in 1933. 

| In Chicago, Mr. Chance worked 
on the account of Carnation Milk 
Company. He was one of the first 
ito realize the potentialities of radio 


HIGHEST POWERED jand supervised Carnation’s entry 

# into the network field. When the 

FULL TIME AM now famous split occurred in Er- 

win, Wasey & Co., Mr. Chance 

‘elected to join Mr. Kudner. He 

devoted most of his time to the 
|Fisher Body account. 


Arkansas 


Z | Mr. Chance was popular among 
bot by the statel |his associates and clients alike for 


COLUMBIA 
STATION... 


ALRA 


LITTLE ROCK 


his sense of humor. When agency- 
iclient conferences began to grow 
strained, he usually relieved the 
tension with a wise crack which 
gave everyone a chance to recovet 
his sense of proportion. His 
friends were fond of saying that he 
would have made a great radio 
comedian without benefit of script 
writer, his mental resources appar- 
ently being limitless. No emergency 
ever found him without an adequate 
response. 

Though he called New York 
home, Mr. Chance retained mem- 
bership in the Lake Shore Athletic 
and Tavern Clubs, Chicago. He was 
a bachelor, a sister and a brother 
being the only survivors. 

A Printer’s Devil 

Mr. Chance got acquainted with 
the smell of printers’ ink early in 
his career when he became a 
“devil” in his father’s print shop 


| small 


/or society leaders, his best friends 
wTi r on big national account. With SALESMAN WANTS TO REPRESENT | included many literary celebrities, 


Frank Len- 


came advertising manager of Hol- |General Outdoor Advertising Com- | 
Ailing for two years, Bow- | 


comb & Hoke Mfg. Company, In-|! pany. 


dianapolis vending machine pro-' man died in_ his 
ducer. From there he went to the Vernon, N. Y. 


big time, joining Henri, Hurst & An 


employe of 


ager > New York branch of the | . . . 
per of the New to : | Karl T. Finn, former president 


and manager of the Cincinnati Bet- 
’ ter Business Bureau, has been ap- 
home in Mt.| pointed advertising counsel for the 

|Cincinnati Times-Star. Mr. Finn 
the Donaldson | was president of the National Asso- 


McDonald in Chicago to handle the Lithographing Company, Newport, | ciation of Better Business Bureaus 


Sherwin-Williams account. 


probably had more fun in New 
He found time to work on the Col- 
lins & Aikman and The American 
Weekly accounts. His vitality de- 
manding still more work, he es- 


column for pure love of the work. Oct. 16. 
This New York gossip column for months. 
town newspapers was free 


}and when some of them wanted to JOSIAH CRUDUP 


pay, Chance became alarmed and 
dropped the project. 


Union, S. C., 
on equal terms with truck drivers 


|of whose sprightly chat he never 
| tired, 


advertisements. 


‘HENRY R. BOWMAN 
Cincinnati, Oct. 21—Funeral 


Horace 
services were held here today for 


| appointed 


Ky., for 20 years, he moved from 
Though he had a warm spot in| Cincinnati five years ago, after the 
his heart for Chicago, Mr. Chance | company went out of existence, and 


DANIEL H. FOGARTY 

Augusta, Ga., Oct. 21.—Daniel H. 
Fogarty, president of the Augusta 
sayed an O. O. MelIntyre type of | Herald Publishing Company, died | 


He had been ill for several Joins Graduate Group 


Oct. 21. 
Crudup, 70, former publisher of the Wick & Legler. 
While he could and did mingle | Daily Times, Union, S. C., died Oct. 
18 in a hospital at Memphis. 


HENRY H. TIMKEN 

Canton, O., Oct. 
though he frequently ribbed | Timken, 70, founder and chairman 
|them for failure to live up to the of the board of the Timken Roller 
Bearing Company, died here Oct. 14. 


Represents WSLS 
S. Fitzpatrick has been the Midwest. 
commercial 
Henry R. Bowman, 59, former Cin-| tive of Station WSLS, Roanoke, Va. 


in 1934-35. 


Ireland Gets New 


lived for a time in Pittsburgh before -Mactadden Post 
York than ever before any place. going to New York. 


Harry M. Ireland, who has been 
with Macfadden Women’s Group 
since 1936, has been appointed to 
the newly created post of Eastern 
advertising manager. 


Robert E. Higginbotham has 
joined the Graduate Group, New 
| York, as Eastern advertising man- 

Josiah ager. He was formerly with War- 


Lesac Advances 

' Joseph Lesac has been appointed 
assistant advertising manager of 
H. | Phoenix Hosiery Company, Mil- 
waukee, after several years in the 
advertising department. 


21.—Henry 


Joins “Rotarian” 

Fred H. Carpenter has joined The 
Rotarian, Chicago, and will cover 
He was formerly with 
Woodward, Inc., and 
Woman’s World. 


representa- | John B. 


Graeme Fletcher, KEH Newseaster 


Sh-h-h-h! DON’T LOOK NOW, BUT— 


When a certain Kansas radio station 
made a certain 1940 Audience Survey, 
KFH failed to snicker, sneer or shudder. 
... For, while indicating generous aud- 
ience gains for KF H in all categories, this 
survey (and it didn’t cost KF HH a cent!) 
called Graeme Fletcher the most popular 
radio personality in Kansas. His rating 
was almost double those of such outstand- 
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Glenn D Gillett Fieid Strength Survey—1939 
Map shows coverage to the .1(MV/M line 


ing stand-bys as Major Bowes, Elmer 
Davis, Jack Benny, H. V. Kaltenborn, and 
several times ahead of Bing Crosby, Bob 
Hope, Kate Smith, Fred Allen and all 
other “biggies,” not to mention single sta- 
tion celebrities. 

Wire for Graeme Fletcher availabilities 
on the “Wichita Station with the Pro- 
grams!” 


That Selling Station for KANSAS! 


AFH 


WICHITA 


THE ONLY FULL TIME CBS OUTLET FOR KANSAS 


CBS - 5000 DAY - C. P. 5000 NIGHT - CALL ANY EDWARD PETRY OFFICE 
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October 28, 1949 


Liability of Advertisers 
Civil Responsibility for False Copy 


[Editor’s Note: This is the sixth 
of a series of discussions of adver- 
tising and publishing law and legal 
subjects. The author is a practicing 
attorney and counselor-at-law, au- 
thor and lecturer who has made 
publishing and advertising law his 
specialty. Other articles in _ this 
series will appear in these pages 
from time to time.] 

It is common knowledge now 
that an advertiser guilty of publish- 
ing advertisements that are false 
may be prosecuted or found subject | 
to action by the Federal Trade | 
Commission. What is not so well 
known is the fact that a false ad- | 
vertisement may either be the basis 
of an action for damages by a dis- | 
satisfied or injured purchaser of | 
the advertised product or a defense 
in a suit to collect the purchase 
price or an unpaid balance remain- 


ing due. But this is definitely the | 
case. 
Fraud in any business transac- 


tion taints the transaction and en- 
titles the injured party to legal re- 
lief. It may render a_ contract 
wholly unenforceable or make it 
subject to cancellation; it may en- | 
title a deceived party to damages; | 
and it may relieve a promisor from | 
the obligation of his promise. And | 
fraud consists of untrue and mate- | 
rial statements knowingly made by 
the one party and relied upon by 
the other. 


May Be Advertisements 


The statements and _ misrepre- | 
sentations constituting fraud are 
usually of the person to person type, 
but they may be addressed to the 
general public as well as to a par- 
ticular party. They may, there- 
fore, be found in advertisements 
and in advertising circulars and 
pamphlets; and, if there read and 
relied upon, they may constitute 
grounds for legal action or legal 
relief just as definitely as if made 
directly by letter or word of mouth. 
As the Pennsylvania Superior Court 
remarked with reference to the ad- 
vertisements of a company organ- | 
ized to build a mausoleum, “If 
these statements had been made di- 
rectly to the defendant, we do not 
think there is any doubt that they 
should have been admitted in evi- | 
dence. As he had read the adver- 
tisements, why should he not be en- 
titled to rely upon them as much 
as upon the mere verbal statement? 
Had these words been inserted in a 
circular or catalog, would they 
not have been admissible? They 
were not mere words of commenda- 
tion, not mere expressions of opin- 
ion, but a statement of fact. A mis- 
statement made by advertisement 
and by descriptive circular is evi- 
dence of fraud.” 

A Massachusetts case decided in 
1912 illustrates the same point. A 
brewing company had represented 
in its advertisements of a _ food 
product made of malt and hops that 


(Advertisement) 


New NBC Blue Network 
Station Group 
California-Nevada Line-up 


Effective November 15, 1940, 
NBC-Blue stations KFBK-Sacra- 
mento, KWG-Stockton, KERN- 


Bakersfield and KOH-Reno will be 
available to advertisers only as a 
group called the California-Nevada 
Group, and as part of the Blue Pa- 
cific Coast Network. 
Recent improvements 
frequency changes and new facili- 
ties have greatly enhanced the cov- 
erage and listener value of these 
stations for Blue advertisers. On 
August 23, KOH-Reno increased its 
power from 500 to 1000 watts and 
changed its frequency from 1380 to 
630 kc. On October 5, KERN-Bak- 
ersfield commenced operating on 
1000 watts day and night on 1380 
ke instead of 100 watts on 1370 kc. 


in power, 


The rate for the four-station 
combination will be $220 per eve- 
ning hour 

iy E 
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al 


By HARRY HIBSCHMAN 


it had been manufactured with 
great care and compounded in such 
a manner as to be extremely health- 
ful and nutritious for women and 
children requiring special nourish- 
ment. The plaintiff had purchased a 
bottle of the product and given it to 
his wife and child. Both had be- 
come very ill, and it was the plain- 
tiff’s contention that the illness had 
been caused by the fact that the 
product had in reality not been 
properly compounded and that it 
contained deleterious and harmful 
substances. 


Reversed by Higher Court 


The trial court had held in favor 
of the brewing company; 
appellate court ordered a new trial, 


but the | 


in the advertisements were false 
and made with the company’s 
knowledge, read by the plaintiff, 
| and relied upon by him when he 
made his purchase, and if his wife 
and child were made ill by their 
use of the product, then the plain- 
| tift was entitled to a verdict for 
the damages sustained. 

| Another interesting case decided 
by the Supreme Court of the State 
of Washington in 1932 involved a 
|similar question. The Ford Motor 
Company had been sued by the 
purchaser of one of its cars for in- 
juries received when a_ pebble 
struck and shattered his wind- 
shield, which had been represented 
in the company’s sales pamphlets 
and advertisements as made of 
shatterproof glass. In this case, 
too, the trial judge had found for 
'the company, after first refusing to 
receive 
{and other printed matter relating to 
| its cars distributed by the company. 
| A typical statement found in the 


| Triplex 


in evidence the catalogs | 


shatterproof glass 
shield—so made that it will not fly 
or shatter under the hardest im- 
pact.” Ruling that this material 
should have been received in evi- 
dence, the higher court said: “The 
nature of non-shatterable glass is 
such that the falsity of the repre- 
sentations with reference to the 
glass would not be readily detected 
by a person of ordinary experience 


wind- 


and prudence. Appellant under the | 


circumstances shown in this case 
had the right to rely upon the rep- 
resentations made by 


| 
| 


respondent | or 
Ford Motor Company relative to | statements were false. 


where the product advertised 
herently dangerous. Thus, 

an advertiser represented th: 
explosive manufactured by 

“absolutely safe to handle” ; 
purchaser was seriously inju 
a premature explosion, it wa 
that a hardware company th: 
sold the explosive after ha 
out the manufacturer’s cir 
containing the statements re! 
to and declaring that they 
true, was liable although ther: 
no direct evidence that its o 
representatives knew tha 
“It see 


qualities possessed by its products.” | us,” said the court, “that tl 


If Inherently Dangerous 


herently dangerous character 
powerful explosive is of 


The advertisement relied upon in ,enough to warrant the conc 


any given case must have been 
published with the advertiser’s 
knowledge and consent, 


a position that he 
known, that the statements con- | cape 
tained in it and alleged to be 


that the members of the har 
company were bound to kno 


and he/|danger attending its handlin 
must have known, or been in such | use. 


... We are of the opinio 


should have|the hardware company cann 


liability because of la 
affirmative proof of their w: 


|rejected material read as follows: | fraudulent were false. Such knowl- | knowledge of the falsity of 


‘holding that, if the representations |“All of the new Ford cars have a| edge _ is, 


however, 


unnecessary | representations.” 


News—Blue and Hot 


of commentators are increasing. Different in style, but alike in effectiveness, 


are Jergen’s Walter Winchell (left 


C.A.B. figures show these two newscasters leading the field in the size of 


_In today’s stirring times, both number and importance 


and Sun Oil Company's Lowell Thomas. 


their audiences. Both are heard over the Blue. 


ask. 


Music—High “C” to Moanin’ Low!. 


.. America’s love of music is as var 


is voracious. To please all ears, NBC Blue maestros range fron 


Toscanini to Tommy Dorsey; programs from Metropolitan Opera to ¢ 


Music Society of Lower Basin Street. No other network offers mus 


such famous artists, so complete a musical diet. 
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The rule laid down in this and 
oher cases would seem to be pe- 
culiarly applicable to false repre- 
sentations as to the purity, quality, 
safety and contents of foods, drugs 
and cosmetics. 


Many Citations 


‘he general rule that fraud may 
cov sist of misrepresentations con- 
ta.ed in advertising circulars, in 
sas pamphlets and in catalogs has 
be applied in innumerable cases 
in’ living sales of such products as 
au'omobiles and trucks, food, horses 
anc cattle, merchandise, corporate 
sto <s and bonds, 
estoie. Thus, a representation in a 
circular that a device for saving 
steam and fuel in the operation of 
boilers would accomplish certain 
definite results, but which proved 
false, was held in an Illinois case 
to justify the purchaser in rescind- 
ing his contract. And a representa- 
tion in a pamphlet published by a 
company manufacturing stock 
powder, regarding the merits of its 
product and the benefits to be de- 


and even real | 


|rived from its use in the treatment 
of diseases of hogs, was similarly 
held, by an Iowa court, to consti- 
tute fraud, if false and acted upon, 


and to entitle the purchaser of the | 


powder to a judgment for the dam- 
ages suffered when he fed some of 
\it to his hogs. 

A statement in an advertisement 
need not, however, be fraudulent to 
\serve as the basis for a suit or as 
|the ground of legal defense. As be- 
jtween the advertiser and a pur- 


chaser of his product, the statements | 
|made in the advertisements may, as | 
a matter of law, amount to war- 


‘ranties as to the quality of the 
product, the breach of which will 
| give the purchaser good cause for 
legal relief. Under the Uniform 
Sales Act, now in effect in many 
states, any affirmation of fact relat- 
ling to the goods sold and made by 
'the seller constitutes a warranty, if 
\its natural tendency is to induce 
ithe party to whom it is made to 
|purchase such goods. The affirma- 
tion may, of course, appear in an 


| > . 
advertisement, in an 
circular, or in a catalog. 


Viewpoint Has Changed 
The courts were formerly in- 


advertising 


clined not to regard as warranties | 


affirmations made in advertise- 
ments published in newspapers and 
magazines, on the ground that such 
advertisements were mere invita- 
tions to bargain or negotiate for a 
|purchase. This is no longer the 
icase, as shown by the language of 
ithe court in the Pennsylvania case 
referred to above. 

A mere opinion, it is hardly nec- 
essary to say, is not a warranty. 
The difference between the two can 


|be seen in an advertisement pub- | 


\lished by a nursery company and 
lreading: “This corn matures well 
‘to the northern part of South Da- 
‘kota, and can be grown in same 
district as Minnesota 13, but will 
outyield it. In 1920 it produced one 


|hundred fifteen bushels of ear corn | operating efficiency are concerned. | 


| to the acre in the seed trial grounds. 
| We claim that it will outyield any 
variety that will mature in the 


same time on the same ground.” 

The last statement, being a mere 
|“claim,” was held not to constitute 
|a warranty; but the others were 
held to be warranties. 


Used Truck Advertisement 
One more very significant case 
needs to be noticed. It came before 
the Ohio Supreme Court in 1922 
and was brought by the seller of a 
used motor truck to recover for re- 


pair work done on the truck subse- | 
quent to its sale to the defendant. | 
|The latter claimed that the repairs 


were necessitated wholly by the 
fact that the truck was not as war- 
ranted. In support of his defense 
he offered in evidence an advertise- 
ment in a local newspaper headed 
“Packard Used Motor Trucks” in 
which were found such statements 
as the following: “l. A_ rebuilt 
Packard is practically a new truck 
as far as wearing qualities and 


2. A rebuilt Packard 
same warranty as a new truck.” 
But the purchaser had signed an 


carries the | 


pul 


Whe- 


Ira 


Vite. Information —Vital Issues! ... P 


rime examples of the Blue Network's 


© service programs are the “National Farm and Home Hour” heard six 
lay a week, and the Thursday night ‘Town Hall Meeting of the Air,” 

current issues are hotly contested by famous speakers in a thrilling 
atization of America’s freedom of speech. 


a sd 
~~ 
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Quiz Experts—Old and Young 


among all quiz programs. were first heard as a sustainer on the Blue, then | 


Experts of “Information Please,” 


stand-out 


sparkled for a two-year period as ace salesmen for Canada Dry. Newest 
question-answer sensation is Quiz Kids, also on the Blue, which is winning 
countless listeners and customers for Alka-Seltzer. 


order in which there was a pro- 
vision to the effect that it contained 
all the promises, statements, and 
agreements made by the company. 
So the trial judge refused to allow 
the statements in the advertisement 
to be considered and ordered a ver- 
dict for the plaintiff. 


High Court Holds Differently 


The high court saw the matter in 
a different light, as the following 


excerpts from its opinion will 
serve to show: 
It is admitted that Meyer 


paid $4,200, a substantial sum, 
to a standard motor car com- 
pany. What was Meyer to get 
in return for his money? A 
toy truck, or a _ transportation 
truck; a 5-ton dump truck 
merely in size and style, or was 
it to be a 5-ton dump truck 
for the usual and ordinary ser- 
vice to which dump trucks are 
put? 

When a man buys a horse, 
| he hardly needs a warranty 
that it is a horse or that it is 
not a mule or a camel, though 
they belong to the same general 
family of burden bearers, and, 
if there were such a warranty, 
it would be equal folly to deter- 
mine whether it was express or 
implied. 

Whether or not the news- 
paper advertisement and the 
things and matters therein set 
forth were relied upon by the 
purchaser as essentially de- 
scriptive of the dump truck he 
purchased and entered into the 
contract between the parties is 
a question to be determined by 
the jury. 

It may be urged that this is a 
substantial modification of the 
old doctrine of caveat emptor, 
let the buyer beware. But is it 
not high time that that doctrine 
should be modified? 

There is entirely too much 
disregard of law and truth in 
the business world of today.... 
It is time to hold men to their 
primary engagements to tell 
the truth and observe the law 
of common honesty and fair 
dealing. Such a change would 
not be so much in the line of 
revolution as in the line of 
reasonable reform. Honest men 
need not fear it, dishonest men 
should be made to fear it 


Mills to Criterion 

Duke Mills has joined the Chi- 
cago office of the Criterion Adver- 
tising Company as a special sales 
representative in the national de- 
partment. 


Marquette to Mulberger 
Marquette Petroleum Products, 
Chicago, has appointed H. C. Mul- 
berger, Inc., Milwaukee, to handle 
its direct mail and business paper 
advertising. 


(Advertisement) 
Texaco to Sponsor 


Metropolitan Opera 
on NBC 


10 Year-old Blue Network Radio 
Feature to Be Under 
Texas Company Banner 


Edward Johnson, general man- 
ager of the Metropolitan Opera, an- 
nounced that arrangements had 
| been completed by the National 
Broadcasting Company with the 
Texas Company for the broadcast- 
ing of the opera, coast to coast, 
direct from the stage of the Metro- 
politan Opera House, during the 
coming season. 

“In view of the great public in- 
terest in the continuance of opera 
in America, as evidenced by the 
support received by the Metropoli- 
tan Opera Fund last spring from 
radio listeners, the Texas Company 
is performing an important public 
service in sponsoring the opera 
broadcasts this season,” Johnson 
said. 

The opera broadcasts will com- 
mence with the Saturday matinee 
performance, December 7, and will 
continue every Saturday afternoon 
for sixteen consecutive weeks, over 
|the Blue Network of the National 
Broadcasting Company. In _ each 
case the full performance will be 
given over the air in the same un- 
derstanding manner as in the past, 
with Milton Cross serving as musi- 
cal commentator. 
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P & G Offers 
Cash for Labels 
to Church Folk 


(Continued from Page 1) 


verse criticism; and second, the 
liberal allowances offered, ranging 
from 2% per cent to 8% per cent 


of the purchase price of the differ- 
ent products. 

Listeners are invited to pass on to 
their local churches Crisco labels, 
Camay wrappers and Ivory flake 
and Oxydol box tops. Churches 


pack the evidences of purchase in| 


lots of 200 and send them to P&G’s 


home office. For each one-pound 
Crisco label, the church receives 
one-half cent; two cents for each 
three-pound label; and one-half 


cent for each Camay, Oxydol and 
Ivory flake package. 
prices quoted in grocery stores here | 
today, this allowance amounts 

approximately 2% per cent on cele. 
co (one pound); 2% per cent on| 
Ivory flakes and Oxydol; 8% per 
cent on Camay; and 4 per cent on 
the Crisco three-pound package. 


No Limitation on Dividends 


No limitation is placed on any 
amount to be collected by a single 
church. P&G insists, however, that 
the labels and box tops be submitted 
only by churches and not by indi- 
vidual consumers. Payments are 
made directly to the church about 
four weeks after the material is re- 
ceived. Instruction blanks have 
been distributed to grocers and 
churches. 

Although unwilling to disclose the | 


CongrstDochions, 


Mothers have written to the CON- 
GRATULATIONS Service Department 
for over 1,000,000 booklets and sam- 
ples. 


According to | 


total volume of contributions paid 
out thus far, spokesmen for Procter 
& Gamble, Compton Advertising 
and CBS and NBC networks, said 
today that no adverse consumer 
criticism has been registered thus 
far. 

It was recalled here that the last 
similar plan put into operation 
about two years ago by Walgreen 
Company in New Orleans drew fire 
\from Catholic Action of the South, 
which condemned the chain’s effort 
ito enlist church cooperation. At 
that time, however, the issue ap- 


|peared to be the independent re- | 


tailer versus the chain. Walgreen 
offered a two per cent rebate in 
the form of “church stamps” on all 
purchases over ten cents. 

| The Goodwin Plan, which was 
|launched on a grandiose scale sev- 
ral years ago only to collapse after 
|a short period of operation, em- 
|ployed a somewhat similar rebate 
system, but its reward to church 
members was also a mere two per 
| cent. 

| 


, Huber Joins BBDO 


Emile J. Huber, assistant adver- 

tising manager of the Kellogg 
Company for 17 years and recently 
with the Hut- 
chinson Adver- 
tising Agency, 
Minneapolis, 
| working on the 
Pillsbury ac- 
count, has joined 
the Minneapolis 
office of Batten 
Barton, Durstine 
& Osborn. He 
will work on the 
advertising of 
| Geo. A. Hormel 
| & Co. 


‘Radio to Cabtinune 
Its 20th Birthday 


The National Association 
| Broadcasters, Washington, D. C., 
| taking the lead in organization of 
jradio’s 20th birthday to be cele- 
brated for 20 days from Nov. 11 to 
Nov. 30, to mark the beginning of 
| regular radio broadcasting in 1920. 
| Radio manufacturers as well as 
| broadcasters are being organized for 
ithe celebration. 
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NEW HAVEN 


Is Leading Again! 


With The rea 
Jest Market 


REGISTER CITY 
»» 342,000 


Prosperous Population 


The New Taven Register 


Leads All Connecticut In Net Paid Circulation 


CREATER NEW HAVEN 


“REGISTER CITY” 


COMPLETE NET MARKET 


NET COVERAGE 


COVERS 32 TOWNS 


More families read The 
Register daily than any 


COVERAGE 


97.5% 


paper. 


other Connecticut news 


82% 


Send for Market Brochure in Color giving full facts about “Register City” 
The New Haven Register, New Haven, Conn. 


National Representatives, The Julius Mathews Spe :ial Agency—New York, Chicago, Detroit, Boston 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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% Gain % Gain 
42-Week 12-Week 42-Week or Loss’ or Loss 
Period Period Period 1940 1940 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
Oct. 22, 1938 Oct. 21, 1939 Oct. 18, 1940 1938 1939 Oct. 21, 1939 Oct. 18, 1940 Loss 
‘Akron, O. ; ~ 9,531,561 7,917,327 7,716,829 —19.0 —2.5 241,031 235,480 . 
Albany, N. Y 6,839,476 6,637,288 6,245,601 —8.7 —5.9 209,313 191,571 85 
*Atlanta, Ga. 12,474,398 14,169,680 12,452,566 —0.2 —12.1 435,596 388,906 —107 
Baltimore, Md 17,424,896 17,568,177 17,978,358 + 3.2 +-2.3 521,422 552,617 +60 
Birmingham, Ala 10,073,518 10,681,136 11,402,562 +13.2 +6.8 306,866 345,030 : 4 
3oston, Mass. ~ 16,435,482 15,344,297 14,506,855  #—6.0 —6.5 489,416 456,122 —€.5 
Bridgeport, Conn 7,200,032 7,862,910 8,192,860 +13.8 +4.2 240,576 244,636 + 1.7 
| Buffalo, N. Y... 12,730,256 12,469,277 12,192,989 —4.2 —2.2 398,107 421,822 + 6.0 
Camden, N. J .. 8,079,060 3,487,525 4,348,786 + 41.2 +-24.7 151,918 169,243 +11.4 
Cedar Rapids, la 3,840,382 4,017,956 3,818,369 ~0.6 5.0 105,490 91,770 13.4 
Charleston, W. Va 7,716,648 8,206,859 8,189,063 “+6.1 —0.2  j.|. 343,775 237,111 7 
*Chicago, Ill : 24,632,232 23.429.557 22,920,574 —7.0 —2.2 659,312 727,057 
Cincinnati, O : .. 12,262,744 12,468,041 13,237,631 +-7.9 +6.2 357,204 365,498 
Cleveland, © 12,032,800 14,243,385 14,791,080 +22.9 + 3.8 408,493 421,512 2 
Columbus, O 9,856,052 10,653,165 10,589,680 +- 7.4 —0.6 306,054 279,871 Sf 
Dallas, Tex a .. 16,561,423 16,625,847 16,164,360 —2.4 —2.8 450,598 442, 044 19 
Davenport, la -» 4,650,217 7,521,620 7,531,272 -0.3 +01 219,800 197,330 10.2 
Dayton, O. 10,174,952 11,023,186 11,261,426 +10.7 + 2.2 305,200 328, 240 7.5 
Denver Colo, ........-- 6,813,397 7,259,416 6,885,93 + 1.1 5.2 206,558 202,434 2.0 
Des Moines, Ia... ve 5,141,927 5,149,248 5,360,347 + 4.2 + 4.1 165,020 175,934 6. 
Detroit, Mich 14,233,210 16,084,564 16,866,884 18.5. + 4.9 497,767 552,781 -111 
El Paso, Tex es 7,980.65 6 8,386,269 8,468,528 6.1 +-1.0 239,078 211,960 
Erie, Pa. ... scccsses 8,000, a08 7,658,294 7,492,198 —6.4 —2.2 208,278 215,600 
Evansville, Ind. . ‘ 9,709,378 9,466,182 9,797,331 + 0.9 + 3.5 285,712 292,166 2 
Fall River, Mass ; 2,527,361 2,766,584 2,780,009 10.0 +0.5 98,815 82,036 7.0 
Flint, Mich 5,733,098 6,538,202 7,182,056 25.3 +9.8 195,832 210,854 7.7 
Fort Wayne Ind 8,594,873 8,626,026 8,811,748 + 2.5 -2.2 284,676 254,709 
Gary, Ind ‘ sen 4,427,056 4,774,845 5,129,840 +15.9 + 7.4 128,308 122,378 4.6 
Grand Rapids, Mich... 7,217,454 6,995,268 7,356,454 +1.9 +-5.2 200,214 226,352 + 13.1 
Greenville, S. C....... 5,265,743 5,374,877 5,972,296 +13.4 +11,1 134,693 162,154 20.4 
Houston, Tex » seve 13,322,114 14,032,868 15,316,348 + 15.0 +9.1 434,700 501,662 15.4 
Huntington, W. Va.... 5,807,451 6,394,644 6,712,468 +15.6 + 5.0 175,874 200,807 + 14.2 
Indianapolis, Ind, 12,751,692 13,442,406 14,439,497 +13.2 + 7.4 378,588 408,842 > 8.0 
Jacksonville, Fla, 6,899,798 7,439,306 7,837,004 + 13.6 +5.3 195,510 294,602 + 
| Jersey City, N. J cae OOemeee 1,706,490 731,967 +-3.4 + 1.5 52,130 57,178 + 10.0 
Kansas City, Kan 2,191,217 ~ 2,160,074 2,444,351 +11.6 13.2 61,929 $6,198 
Knoxville, Tenn ‘ 8.090.571 8,641,687 8,485,764 + 4.9 -1.8 251,342 210,210 it 
Little Rock, Ark 7,463,23 7,425,881 7,790,258 + 4.4 +4.9 219,422 229,964 4 
Los Angeles, Cal .. 18,868,465 19,944,054 19,522,197 + 3.5 2.1 543,940 496,127 8 
Louisville, Ky : »+ 11,224,276 11,631,764 11,806,883 + 5.2 +1.5 377,108 ‘ 17.1 
Lynn, Mass . 6,406,904 6,744,656 — 7,287,366 +13.7 +8.0 206,304 213,232 
Manchester, N. H ; 2,923,343 3,661,729 3,479,679 + 19.0 —3.7 90,138 81,994 J 
Memphis, Tenn .. 9,048,074 9,740,780 10,474,366 + 18.8 + 7.5 308,588 290,668 
Miami, Fla 10,237,277 10,244,634 11,100,392 + 8.4 + 8.4 215,810 236,915 9 
Milwaukee, Wis 12,032,769 11,463,597 12,457,406 +3.5 +8.7 359,196 430,301 
*Minneapolis, Minn 10,768,233 11,025,949 9,952,580 7.6 “9.7 ~ 265,979 245,309 7 
‘Nassau County, L. lL... 1,974,708 2,123,098 1,966,164 0.4 -7.4 50,898 70,806 9.1 
New Bedford, Mass 2,502,108 24,158 2,861,488 + 14.4 13.4 73,402 86,870 18 
New Haven, Conn 7,291,060 7,421,624 7,727,482 + 6.0 + 4.1 210,672 215,096 re | 
New Orleans, La . 15,150,087 15,716,258 16,113,572 6.4 + 2.5 487,465 456,852 6.3 
New York, N. Y 47,551,317 47,160,907 $6,472,028 — 2.3 “1.5 1,417,230 1,432,055 l 
Brooklyn, N. Y jue $950,678 3,168,929 2,823,787 28.5 10.9 86,673 79,930 rf 
Norfolk, Va ; 7,509,334 7,653,982 8,298,010 10.5 + 8.4 200,634 275,520 
Oakland, Cal. ‘ 5,956,890 6,489,515 7,157,672 + 20.2 +10.3 235,687 250,612 6.3 
Oklahoma City, Okla 9,490,326 7,240,114 6,391,104 32.7 11.7 184,156 164,738 —10.6 
Omaha, Neb. . .e+ 64,840,287 4,674,647 4,809,143 0.7 +2.9 127,565 125,552 1 
Peoria, Ill --. 8,286,898 8,750,358 9,559,587 +15.4 9.2 262,101 293,776 
Philadelphia, Pa .. 21,402,497 22,059,013 23,093,191 +79 + 4.7 640,963 686,117 
Phoenix, Ariz en 6,109,798 5,890,108 6,487,656 + 6.2 10.1 170,716 196,490 
Pittsburgh, Pa 17,414,978 16,270,534 16,936,948 2.8 4.1 472,850 479,906 
Portland, Ore 27, 10,144,717 9,163,042 3.8 9.7 238,742 
Reading, Pa as 7,628,397 8,021,601 8,625,505 13.1 + 7.5 239.456 8&2 
Richmond, Va , ° 9,734,578 10,239,982 10,340,988 + 6.2 1.0 277,186 ¢ 
Rochester, N Y 11,804,059 12,149,017 12,268,346 + 3.9 + 1.0 356,667 344,155 
| Rockford, I11 ‘ 6,180,097 6,432,874 6,900,670 11.7 + 7.3 166,642 215.418 
Rock Island, Moline, Ill 6,716,360 6,711,782 6,754,988 0.6 + 0.6 ~ 190 554 167,230 
Sacramento, Cal 6,400,245 6,652,660 6,576,181 2.4 le 177,030 185,430 
San Antonio, Tex 9,O81,39 », 812,557 6,115,541 20.4 5.2 163,924 204,246 
San Diego, Cal 10,244,578 10,540,003 8,721,916 14.9 17 326.074 °44.48 
Seattle, Wash 7,535,244 9,194,822 0,545,702 + 26.7 + 3.8 272.790 281,022 
‘South Bend, Ind 5,658,107 4,257,307 $,542,669 23.3 + 2.0 122,749 152,249 
Spokane, Wash 5,394,000 5,361,076 5,236,102 3.0 2.3 161,476 150,864 
St. Louis, Mo 14,157,036 14,438,890 14,704,955 3.9 +1.8 401,420 409,330 
St Paul, Minn 9,069,889 8,742,179 8,545,744 5.8 2.3 249,935 230,249 
Syracuse, N. Y 6,050,151 5,944,687 6,032,762 0.3 +1.5 250,117 943,42 
Tacoma, Wash 4,810,288 », 073,762 5,277,198 9.7 + 4.0 27,554 129,405 
Tampa, Fla 4,781,326 5,349,512 6,188, 92¢ 29.4 + 15.7 ui 1, SRG 158.438 
Toronto, Ont Cat 13,828,387 12,904,908 12,018,608 13.1 6.9 $25,311 291,808 
Troy, N Y 267,598 550,492 447,570 } 2.9 113.680 111,.0%¢ 
Tulsa, Okla 7,321,710 7,242,586 7,602 2 s + 5.0 194,936 217,084 
Washington, Db. C 27,815,731 27,199,384 27,641,480 .¢ 1.¢ SS1,774 So 
Youngstowr ‘) 5,811,797 6,1 251 6,679,976 14.9 +85 178,185 177.8 
Total 770,020,299 re}. 570,821 799.912 °62 +15 2°? GGR RS4 2 $78.4 
1 Akron Times-Press discontinued Aug. 28, 1938 6 Atlanta Georgian and Sunday American c¢ 
Chicago Herald & Exam. discontinued Aug. 28, 1939 lication Dec. 17, 1939 08 
3 Oklahoma News discontinued Feb. 24, 1939 7 Minneapolis Star and Journal merged Aug , 
4 News-Times discontinued Dex 28, 1938 s Newsday, new publication, launched Sept 
5 San Diego Sun suspended publication Nov. 25, 1939 


Brown Heads N. Y. Office 


Middlesex to Lewin 


Heystek to 


Lowell Webb Brown, who has The Middlesex County Industrial Harry Heystek has resig! 
been connected with the Texas |Commission, New Brunswick, N. J.,|secretary of the Pfeiffer B 
Daily Press League, New York, for | has appointed A. W. Lewin Com-|Company, Detroit, to becom = 
seven years, has been appointed | pany, Inc., Newark, to handle its|manager of the Franke we 
manager of the New York office. advertising. | Brewery. 
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Fair Trade Laws 
Much Abused, Says 
Thurman Arnold 


(Continued from Page 1) 


he stressed the fact that the anti- 
trust division of the Department of 
Justice is interested only in re- 
straint of trade and in the mainte- 
nance of free competition, and has 
no interest whatever in advertising, 
be it good, bad or indifferent, so 
long as it does not develop monop- 
olistic facets. 


“Deliberate Misrepresentation” 


He voiced the accusation that his 
department’s stand in regard to ad- 
vertising had been deliberately mis- 
represented, and also attempted to 
demonstrate that advertising men 
have a selfish stake in the preserva- 
tion of free competition in business, 


since the volume of advertising 
must necessarily be greater in a 
competitive economy than in a 


monopolistic one. 

“IT came out here to speak to a 
group of advertising men because 
the advertisers and I have a com- 
mon interest—the distribution of 
goods in a free competitive market,” 
he began. “Nothing is more funda- 
mentally opposed to the profession 
of the intelligent advertiser than 
high prices and low turnover. 
Nothing so adversely affects the in- 


eral as a restricted system of dis- 
tribution. Good advertising is de- 
signed to get the maximum distri- 
bution of goods and the fullest use 
of productive capacity. The best 
advertising is the advertising which 
gives efficiency of mass production a 
chance to prove its merits against 
less efficient systems in a free com- 
petitive market.” 


Advertisers Like Lawyers 


“Of course,” Mr. Arnold con- 
tinued, “advertisers are like law- 
yers. They are hired by both sides. 


The advertising man can only put | 


forward the best foot of the busi- 
ness concern that employs him. He 
‘annot run that concern. He cannot 
lictate its business policies. He 


should not be expected to do so. It | 


of the anti-trust 
prevent the business 
policy of any large concentrated 
group from restraining the distri- 
bution of goods instead of promot- 
ing them. This task is in the inter- 
est of the advertising man, but it 
sannot be laid on his shoulders. .. . 
There is no group so vitally inter- 
ested in having the business game 
ompetitive, not only from the point 


is the function 
livision to 


f view of citizens, but from their | 


wn selfish viewpoint, as the adver- 
‘ising men of America.” 


War Won’t Change Things 


The psychology of national 
tense, which caused the anti-trust 
Ctivities of the government to be 
nelved during the last war, will 
not result in a similar shelving 


‘BUSINESS IN 
WASHINGTON? 


\fter a day full of Washing. 
ton conferences, you'll 
doubly enjoy the modern 
luxury of the Hotel Raleigh. 
The restful comfort of your 
The long - remem. 
bered excellence of the food. 
\nd the gaiety of the Pall 
Mal! Room, the capital’s 


‘Mariest dinner and supper 
ren 


room. 


Yet so econom- 
Rooms from $3.50. 


‘vous. 
ical 


©. C. SCHIFFELER, Gen. Mer. 


QOTE 


PENNSYLVANIA AVENUE AND 
On: STN. w., aetna D.C. 


de- | 


now, Mr. Arnold asserted. “The 
| problem of maintaining a free com- 
| petitive market which will restore 
|the balance between agricultural 
|goods and manufactured products 
jand give low-income groups more 
purchasing power, is not only a 
business problem with you adver- 
tisers; it is a problem intimately 
connected with national defense.” 
Size in itself is 


tions, Mr. Arnold said. 
trust division is willing to support 
any concern which passes the sav- 
ings of mass production on to con- 
sumers, even against the restrictive 
practices of small concerns.” 

On the subject of advertising 
control Mr. Arnold had this to say: 

“Control over advertising would 
not eliminate waste; it would sup- 
press originality. I do not have 
that control under the law, but if I 
had it I would try to get rid of it.” 


Wrigley Sends Out 
64,000,000 Gum 
Samples in 1940 


(Continued from Page 1) 


couple of recipes for milk drinks 
are included as well as the remin- 
der that Wrigley gums are whole- 
some, delicious, satisfying and eco- 
nomical. What is more, the milk 


| 


|sample right in the home, which is 
| one of requirements of the Wrig- 
ley sampling program. 

Whenever the Wrigley organiza- 
tion can lay its hands on birth rec- 
ords it holds them until a few days 


day and then mails him two sticks 
of Juicy Fruit in the belief that 
parents thereby are encouraged to 
allow their offspring to chew gum. 


|mailed this year with two sticks of 
|gum in each letter. 


College Students on List 


As soon as this year’s crop of 
| college students settles down, with 
|names and addresses available, 
|there will be a national distribu- 
tion of Wrigley gum to a picked 
/group, with the mailing piece 
|decked out in the appropriate col- 
| lege colors. 
|of gum will accompany each mail- 
ing. This idea was tried out last 
year and worked so satisfactorily it 
is being repeated on a larger scale. 

The New York World’s Fair has 
been another distributing point with 
a Wrigley exhibit focussing the at- 
|tention of fair visitors. In order 
‘to avoid indiscriminate sampling, 
however, visitors were required to 
write their addresses on envelopes, 
the samples thus going to the pros- 
pect’s home. This year’s distribu- 
jtion by this means has totaled 
1,260,208 envelopes to date, with 
three sticks of gum in each envel- 
ope. There was no distribution at 
|the San Francisco fair. 

Dealer distribution of Wrigley 
samples, meaning samples accom- 
panied by the names of Wrigley 
dealers, totaled 6,197,527 this year. 
A letter generally accompanies 
these samples telling about the 
flavors and the availability 
gum. Point-of-sale promotion is 
left to proper displays of the prod- 
uct itself. 


1,250,000 Dealers 


Speaking of dealers, Wrigley is 
supposed to hold the world cham- 
pionship in this regard with a total 
of 1,250,000 outlets for its product. 
Of this number there are 870,000 
on the company’s mailing list. This 
brings to mind the story about the 
late William Wrigley, Sr., who, 
when a friend asked him one day 
if he was sending out some letters, 
Mr. Wrigley replied, “Yes, a few, 
about 800,000.” 

Innovations in the promotion of 
the Wrigley product are constantly 
being developed but in just what 
proportions the $10,000,000 annual 


hr arene? 
— : distribution idea gets the Wrigley 
terests of advertising men in gen- |“ , a gets t Bley | 


The accompanying letter ties the | 
'chewing process to healthy gums 
and is signed by “The Wrigley 
Spearman.” There were 811,138 of 
these letters to two-year-olds 


no criterion of | 
competitive or monopolistic condi- | 
“The anti- 


Porcelain Enamel Institute, Chicago, has 


adopted a 


QUALITY LABEL 


"first 
which is now being put on table tops 
and similar products which equal the | 
required manufacturing standards. Shown 
with a blow-up of the label are C. S. 
Pearce, managing director of the insti- 
tute, and P. B. McBride, president. 


new 


quality" 


past three years. Several trade 
areas in the United States have 
been reached in this fashion. For 


the past three or four weeks these 
pages have been appearing in news- 


papers ringing metropolitan New 
|York. The Wrigley radio tran- 


scriptions which are aired only in 
the New York area tie up with the 


region by saying, “Smart New 
Yorkers know how to relax” with 


the gum emphasized as the medium 
of relaxation. 

Magazine, outdoor and car card 
copy generally is marked for its 
simplicity and directness, with the 
pointed Wrigley spearmen, some- 


label 


| secret. 


| 
| 


The home 


angle 


|advertising appropriation is being 
|spent is a carefully veiled company | 


and the local | 
| angle loom large in Wrigley promo- | 
| tional endeavors. For instance, the 
page newspaper space in which the 
company makes a point of printing | 
every dealer’s name in the vicinity, | 
|has been a continuing policy for the 


| times assisted by sparkling feminin- 


ity, pointing the way to “delicious,” 


“wholesome” Wrigley gum whose 

“flavor lasts.” 

WLAW Names Two 
WLAW, Lawrence, Mass., has 


appointed David G. Jones as busi- 
ness manager and John D. Maloy 
as program director to succeed 
Henry B. McNaughton, resigned. 


Probe WLWO Fire 

A fire which damaged the WLWO 
short wave transmitter of the Cros- 
ley Corporation, at Mason, O., Oct. 
20, is under investigation by insur- 
ance company officials. 
recently had been licensed to send 
programs to Latin America. 


The station | 


Elsa Lang Promoted 
William Dempster has resigned 
as director of promotion of the New 


York Herald Tribune and Elsa 
Lang, promotion manager, has 
taken over his duties. Miss Lang 


has been promotion manager for 12 
of the 16 years she has been with 
the newspaper. 


H. B. Thomas Resigns 
Harold B. Thomas, one of the 
founders of the Elastic Stop Nut 
Corporation, Union, N. J., and vice- 
president in charge of sales, has 
resigned to enter consulting work in 
industrial product analysis and 
market research. He continues as 


a director and a member of the 
executive committee. 
Shows Agency Faces 

The November issue of “Typo 


Graphic,” monthly magazine on the 
graphic arts published by Edwin H. 
Stuart, Inc., Pittsburgh, is devoted 
entirely to Pittsburgh advertising 
agencies, printing pictures of 150 
persons. 


ComastSeskions 


1941 more than 400,000 
new mothers will be given CON- 
GRATULATIONS by their hospitals. 


During 


major market 


Hospitaltown 


before the youngster’s second birth- | 


will be a 


in 1941! 


Here again three sticks | 


of the | 


The hospital field is not only expand- 
ing, but it is buying more actively than 
for many years. Bed occupancy is up, 
and modernization programs are going 
ahead with a rush. Government assist- 
ance in building and improving hospi- 
tals is being matched by progress 
among voluntary hospitals. 
pital and medical care are being pro- 
vided on an_ ever-increasing 
through group hospitalization plans. 

Are you taking advantage of the 
opportunity to contact an active, ex- 
panding market through a medium 
which for nearly 25 years has been the 
counselor and friend of the administra- 
tors of leading institutions all over the 
country? HOSPITAL MANAGEMENT 
(only ABC-ABP publication in the field) 
covers the primary hospital market 
thoroughly and effectively; its audience 


winwete 
vor" 
\ UREaU 
” 
oc 


UAT Ome 


New York 
330 W. 42nd St. 


hs, 


Hospital Management 


An aeri 


is the most 


AGEMENT 


And hos- No 


terest. 


scale 


journal is re 


who have 


AGEMENT 


The Only ABC-ABP Magazine 


Atlanta 
Walton Bldg. 


San Francisco 
Mills Bldg. 


Los Angeles 
Western Pacific Bldg 


al view of the Boston City Hospital, 


responsive in the field; its 


services to advertisers make sales man- 
agers enthusiastic, and its low rates 
make it an outstanding buy. 

As the publication of acknowledged 
editorial authority, HOSPITAL MAN- 


offers assured reader in- 
other hospital publication 


covers the news of hospital activities, 
all over the country. No other hospital 


porting the intensely inter- 


esting developments in Washington 
affecting hospital and medical service. 

If you want more sales from hospitals 
in 1941, be sure to put HOSPITAL 
MANAGEMENT on your list. You will 
be following the example of the manu- 
facturers who know hospitals best, and 


found HOSPITAL MAN- 


their most consistent pro- 


ducer of advertising and sales results. 


I, 
Hit) 
iy 
Chicago 
100 E. Ohio St. 


in the Field 


Portland 
Terminal Sales Bldg. 
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THE ACTORS' WORKSHOP 


AMERICAN ACADEMY OF 
DRAMATIC ARTS 


ARMANDO'S RESTAURANT 


A. S. BECK SHOE 
CORPORATION 


BEACHCOMBER 

BILTMORE HOTEL 
BOOK-OF-THE-MONTH CLUB 
BOURJOIS, INC. 

CAFE SOCIETY 

CARON CORPORATION 
CENTURY LIGHTING, INC. 
CHALIF, INC. 
CHAMPS-ELYSEES RESTAURANT 


CHEKHOV THEATRE STUDIO, 
INC. 


CINZANO VERMOUTH 
COLONY RESTAURANT 


COLUMBIA CONCERTS 


CORPORATION: 
CARMALITA MARACCI 
ALBERT SPAULDING 
THE TRAPP FAMILY SINGERS 
VRONSKY & BABIN 


COPACOBANA 
CORONET RESTAURANT 
COTY, INC. 


CRAWFORD, BOBBY: 
SEPARATE ROOMS 


CROWN PUBLISHERS 


DALTRY, JOSEPH S. and LEVIN, 
HERMAN: 
GILBERT AND SULLIVAN 
REPERTORY 


TAMARA DAYKARHANOVA'S 
SCHOOL FOR THE STAGE 


DEAN'S 
DELMAN, INC. 


DE SYLVA, B. G.: 
DuBARRY WAS A LADY 
LOUISIANA PURCHASE 
PANAMA HATTIE 


DRAMA BOOK SHOP, INC. 
THE DRAMATIC WORKSHOP 
DRAMATISTS PLAY SERVICE 


ELKINS, MARY LOUISE and 
CLARENCE TAYLOR: 
BLIND ALLEY 


EL MOROCCO 
ESSEX HOUSE 
FANNY & HILDA, INC. 


FEAGIN SCHOOL OF 
DRAMATIC ART 


FLATO, PAUL 
FRENCH, SAMUEL 
GAMECOCK RESTAURANT 


GODDARD, J. M.; MONTE 
PROSER; WALTER BATCHELOR 
AND LEE SHUBERT: 

SECOND HELPING 

GOTHIC COLOR COMPANY, 

INC. 


GRIBBLE, HARRY WAGSTAFF: 
JOHNNY BELINDA 


HAMPSHIRE HOUSE 
HARCOURT, BRACE & CO. 


RICHARD HUDNUT DuBARRY 
SALON 


JOLSON, AL: 


HOLD ON TO YOUR HATS 


KAYSER & COMPANY 
KENNEDY, HAROLD J.: 


PYGMALION 


KING-SMITH PLAYHOUSE 
KIRKLAND, JACK: 


SUZANNA AND THE ELDERS 


KIRKLAND, JACK and 


H. H. OSHRIN: 
TOBACCO ROAD 


oO my 


lellow-voyagers! 


I thank the 102 Business Organ- 
izations and Institutions who ad- 
vertised in the first issue of the 


Hlecan der hice 


new stage. 


ALEXANDER INCE, PUBLISHER 


The advertisers listed 
appear in the first issue of 


slage 


November issue out October 29th 


HARRIS, SAM: 


GEORGE WASHINGTON SLEPT 
HERE 

THE MAN WHO CAME TO 
DINNER (N. Y. COMPANY): 
CLIFTON WEBB COMPANY 
TAYLOR HOLMES COMPANY 


HENIE, SONJA and ARTHUR 
WIRTZ: 
IT HAPPENS ON ICE 


IL. G.W.U.: 
PINS AND NEEDLES 


LA RUE RESTAURANT 
LENGUEL, LTD. 
LEON & EQDIE'S RESTAURANT 


LEWIS, AL and VINTON FREEDLEY: 
CABIN IN THE SKY 


LINGUAPHONE INSTITUTE 


LIVERIGHT PUBLISHING 
CORPORATION 


LUIGINO RESTAURANT 


— 


MENTAL FREEDOM 
MONTE CARLO 
OLSEN AND JOHNSON 


ORCHIDEW PRODUCTS 
COMPANY 


OTTO PREMINGER 
P M NEWSPAPER 
PAIGE, JOHN C. & CO., IN°. 


PASADENA PLAYHOUSE 
SCHOOL OF THE THEATE 


PITMAN PUBLISHING CORP 
THE PLAZA 
PLEASANT VALLEY WINE CO. 


POWERS REPRODUCTION 
CORP. 


PRINCETON UNIVERSITY PR&=SS 
RAINBOW ROOM 
RANDOM HOUSE, INC. 
RED CROSS 

FRANCES ROBINSON-DUFF 
ROGER KENT, INC. 
ROOSEVELT HOTEL 
RUSSEKS 

ST. MORITZ HOTEL 

SAKS FIFTH AVENUE 
SARDI'S RESTAURANT 
SAVOY-PLAZA 
SCHULMAN'S DRESS SHOP 


SERLIN, OSCAR: 
LIFE WITH FATHER (N. Y,): 
BOSTON COMPANY 
CHICAGO COMPANY 


SHERRY NETHERLAND 


SHUMLIN, HERMAN: 
THE MALE ANIMAL 
THE LITTLE FOXES 


TECLA PEARLS, INC. 


THEATRE ALLIANCE: 
MEET THE PEOPLE 


THEATRE GUILD: 
THE PHILADELPHIA STORY 
THERE SHALL BE NO NIGHT 
THE TIME OF YOUR LIFE 
LADIES IN RETIREMENT 


THEATRE GUILD and GILBERT 


MILLER: 
TWELFTH NIGHT 


TROUVILLE 


DAY TUTTLE and RICHARD 


SKINNER: 
CHARLEY'S AUNT 


UNITED ARTISTS CORP. 
VERDURA 

VOISIN RESTAURANT 
WALDORF-ASTORIA 


WYNN, ED: 
BOYS AND GIRLS TOGETH ® 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


SEWED ON THE RIGHT MACHINE 

i sie tl er arr nighy gga. ae ea | th | 
6 Ae a! 
% 
: 


Grignon Studio, Chicago, made this photograph of a brassiere and pantie set, 

products of Strutwear Knitting Company, Minneapolis, in use. It was used in 

"The Needle's Eye," house organ of Union Special Machine Company, Chicago, 
which is produced by Russell T. Gray, Inc. 


ADVERTISING GIRL TELLS SUCCESS STORY 


RET Breese 


& i BH ve a? I eae 
é ce es £ 


Mary C. Tucker, scholarship winner of the 1935-36 advertising course conducted 

by Advertising Women of New York, and now advertising manager of Roman 

Stripe Mills, Inc., comes back to tell the incoming 1940-41 class how it's done. At 

the left is May E. O'Connor, vice-president of the club, and at right are the co- 

chairmen of the course, Sinclair Dakin, New York Daily News, and Dorothea 
Brennan, Lithographers’ National Association. 


DISCUSS HOUSE ORGAN EDITING PROBLEMS 


T 


At th St. Louis meeting of house organ editors this foursome couldn't take time 
*ut fom talking to eat, so it did both at once. Left to right: Luther Williams, 
HER Pea ntinent Petroleum Company, Bartlesville, Okla., president of Southwestern 
Soc ation of Industrial Editors; L. O. Cheever, John Morrell & Co., Ottumwa, 
*. p esident, American Association of Industrial Editors; Howard A. Marple, 
Mons to Chemical Company, St. Louis, general chairman of the first national 
A “onve tion; and Kenneth E. Cook, Standard Oil Company of New Jersey, presi- 


dent of the House Magazine Institute of America. 


GIVEN AWARD THERE'S CERTAINLY SOMETHING BREWING 


ht 


~ 


$ 


RUAN 2 


IANA 
‘Ay 


i Hill 


ih 


AMMO LMALLAALLI(( (00/1) 


Action is the word for it in this candid shot at the Pontiac press party at the 

Left to right: W. A. P. John, president of MacManus, 

John & Adams, agency which handles the Pontiac account; Clay Herbst, Detroit 

manager of The American Weekly; Dr. Frank Black, director of music, National 

Broadcasting Company; and Wm. J. Mougey, advertising manager of the Pontiac 
division of General Motors Corporation. 


This Colonel Schick electric razor, de- 
signed by Raymond Loewy and molded New York auto show. 


of Beetle, won a top award in the novel- 
ties and miscellaneous group of the fifth 
annual modern plastics competition 
sponsored by Modern Plastics Magazine. 


CHICAGOANS HOLD FIRST GRIDIRON DINNER 


General view of the Gridiron Dinner in Chicago Oct. 18 at which leading lights in politics, business and advertising were 


given a thorough going-over. 


CHANGING STYLES IN ILLUSTRATION DEMONSTRATED 


These illustrations indicate the changing trend in advertising art, as elaborated by the Free-Lance Photographers Guild. 
The two top illustrations show “cheesecake” art—pictures that reveal liberal portions of feminine anatomy—which have made 
the biggest gain in advertising in recent months. The examples shown here were used by Agfe in national magazines, 
through Young & Rubicam. Baby pictures (lower left) are still popular, as this Agfa “stopper” shows, but the youngsters 
are now playing second fiddle to their more sophisticated sisters. Not long ago masculine facial expressions were used 
extensively to dramatize surprise, shock, victory, etc., but usage of this technique has dropped perceptibly during the past 
year. This shot (center) is by S. William Tuck. Animal-baby pictures are still being used but not as extensively as for- 
merly. This shot (lower right), by Devere Baker, is typical of those that ranked high in popularity « year or two ago. 
(Story on Page 14.) 
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Are You Looking for WOMEN? 
HERE! 
You Will Find Them on Every Page — 


In Every Column of The News— 
the Homes of the Dallas Market 


os 


Why Women Read 
The Dallas News 


, Unusual coverage of Women’s and Society 
the women are the purchasing agents of most homes. news—six staff writers, 


It’s the women readers of a newspaper who count most for advertisers—because 


Excellent departments of Art, Music, Thea- 
ter, Radio and Amusements. One editor— 
: : . e three staff writers. 
Homes of the Dallas market are no exception. That's why The News goes “all Fochi , | 
: ashions, Foods and Home Arts Pages—two 
out” for the ladies—in news, in features, in interest. omnes. 
Sunday page and daily columns of books 
and reviews. Three editors. 


Five staff photographers, one artist techni- 


Women recognize The News’ leadership in fashion information, both in its news cen se om quate otter. Sunday Bete- 
gravure Section. 


= ? columns and advertisements. Style leaders in ALL income brackets study The 
And of course 


For World News: Complete 7-day Asso- 
ciated Press service. United Press. N.A.N.A. 


News; others are close behind in their reader-responsiveness. 


Nation and State: Exclusive staff corre- 


Better coverage of ALL news and maximum attention to women’s departments spondents in Washington, Austin, Mexico 

P City. 

= g ‘le > Ay woe > _rwrps > . . a 0 > , woe , ; 
ee makes The News the overwhelming first-choice daily among the women ee 


Texas. 
of its market. a 


Two hundred local correspondents through- 


nd out Texas and the Southwest. 
ik THE NEWS LEADS 


a THE DALLAS MORNING NEws 


John B. Woodward, Inc., Representatives Member: Basic Newspaper Group, Inc. 


Affiliates: The Semi-Weekly Farm News :: Texas Almanac and State Industrial Guide 
Radio Stations WFAA (50,000 Watts) and KGKO (5,000 Watts) 
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